Candy in ice cream 


i 

; ¢ Chunky modernizes 
packages 

e Packaging show report 


Candy Clinic: 
Selected best candies 
of the year 


\ 
SS 


the Manufacturing Confectioner 


lily, 





G 


specialized publication for confectionery manufacturers 








~K 











sHASON 
REET 








One of the keenest pleasures of the holiday season is the extra 
opportunity it gives to greet all our friends, to tell them how proud 
we are of them, and to wish them all happiness, 

good health, prosperity and peace. 


This is our 95th Christmas, and we at Burns look forward to 
saying for many more years, “Merry Christmas and a 
very Happy New Year to you all’’! 


*K * AND SONS, INC. 


x NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 43rd STREET * NEW YORK 36, N.Y. 




















... you hit on a bright idea 
each time you use 


PARAKEET® CERTIFIED COLORS. 


Give your products that 
extra “eye-appeal” that 
builds sales. Absolute 
accuracy, better-than- 
natural brilliance, undevi- 
ating purity are yours in 
every case with PARAKEET 
CERTIFIED COLORS. 























































































































Sterwin Chemicals Inc. be 


SUBSIDIARY OF STERLING DRUG INC. 


ALP YOUR EYE On 


1450 BROADWAY, NEW YORK 18, N.Y. 
2020 Greenwood Avenue, Evanston, ILL. STE 


BRANCH OFFICES: Atlanta * Buffalo * Dallas « Evanston (ill.) * Kansas City (Mo.) * 
Los Angeles * Minneapolis * Portland (Ore.) © St. Louise WAREHOUSES IN PRINCIPAL CITIES 


WORLD'S LARGEST SUPPLIERS OF VANILLIN 
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for 
vanilla 





1 numbers and capacit 


jJemanding of the qua 


fron »kies 


1. to souffle... fine 


But, if price is a factor, then we 


suggest... Felton imitation vanilla 
bean aroma =1290...$16 per Ib. 
Add 1/10 of 1% to your regular 
imitation vanilla to produce a char- 
acteristic mellow bean note. Or 
RESANILLA +859... $15.50 a gal- 
lon—a scientific, flavorful blend of 
natural and imitation ingredients. 
Use 42 oz. per 100 Ibs. cream cen- 
ters, fondants, icings. Use 1-1'% 
oz. per 100 Ibs. caramels, fudge, 
toffee, etc. Use 2 oz. per 100 Ibs. 
baked goods. Use ¥2 oz. per 10 gal- 


lon mix for ice cream. 











FELTON 








Write for samples. /599 Johnson Avenue, Brooklyn 37, N.Y. 
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Stover shop in Rockefeller Center 


Russell Stover Candies will open a street floor 
shop in the new 48-story Time & Life Building in 
Rockefeller Center in early 1960. The shop will 
be located on the 50th Street side of the building 
and will have entrances in the building lobby and 
on the street. 





NCA begins financial seminars 


The National Confectioners Association financial 
operations committee began a series of one day 
financial seminars on November 12th in Chicago. 
Twenty seven executives from sixteen member 
firms participated in a laboratory session on the 
general subject “How to Solve Unit Cost Problems” 
which was presented by Horace Barden, resident 
partner, Ernst & Ernst. The group also heard talks 
by Charles Smessaert, executive vice president, 
Walter H. Johnson Candy Company and secretary- 
treasurer of NCA, and Robert Kuhn, assistant man- 
ager, Ernst & Ernst. Donald Farquharson, con- 
troller of Mars, Inc., and chairman of the financial 
operations committee, plans to repeat this seminar 
in other major cities in the Spring of 1960. 





Kanelos of Andes dies 


Andrew G. Kanelos, founder and president of 
Andes Candies of Chicago, died of a heart attack 
on December 3rd. Kanelos, who built Andes into 
one of the largest retail chains in the Chicago area, 
also had extensive real estate interests. A son, G. A. 
Kanelos, is vice president of Andes Candies. 





Sales club elects officers 


The Confectionery Salesmen’s Club of Baltimore 
elected new officers to serve during 1960 at their 
November meeting. Those elected were Warren 
Green, president, William Sutter, vice president, 
and H. Evans Smith, secretary-treasurer. The board 
of directors now consists of T. Donald Elliott, chair- 
man, F. A. Shinnamon, John A. Wintz, B. Weldon 
Sprecher, Milton Rodberg and Edwin F. Barock, 
ex-officio. 





Mars has new agency 


Mars, Incorporated has appointed Needham, 
Louis and Broby, Inc. as their advertising agency. 
This Chicago company will replace Knox-Reeves, 
Inc. of Minneapolis, in servicing the Mars account. 


September sales up 4% 


The good increase for September indicates that 
the year-long upward trend in candy sales con- 
tinued into the key Fall selling period. The types 
of candy that contributed the greatest gain over 
this period are the medium and low priced package 
goods, and 5¢ and 10¢ specialties. 








Estimated sales Estimated sales 
of current month year to date 
and comparison 


September Percent 
1959 change 

September from 9 months from 
1959 September 1959° 9 months 
($1,000) 1958 ($1,000) 1958 





Confectionery and competitive choco- 
late products, estimated total ....130,725 800,176 
BY KIND OF BUSINESS: 
Manufacturer-wholesalers 103,842 2 638,275 
Manufacturer-retailers! 5,400 58, 843 
Chocolate manufacturers ‘ -9 103, 058 
TOTAL ESTIMATED SALES OF 
MANUFACTURER-WHOLESALERS 
BY DIVISION AND STATES 
New England 
—/> Avie 


Ve ee 


Ohio and Ind. 

Mich. and Wis. 

West North Central 

Minn., Kan., S. Dak., and Neb. .. 
Iowa and Mo. 1,86. { 

South Swe 74 ; 31, "523 

Md., D. of C., Va. * 

N. Car., and S. Car. 9: 13,666 
Ga. and Fla. : 17,857 
East South Central: 

Ky., Tenn., Ala., and Miss. : ¢ 10,884 
West South Central: 

Ark., La., Okla., and Tex. 3° 17,293 
Mountain: 

Ariz., —— Idaho, N. Mex., 


* 


+ + + 
a 'y sap wos Sis a : 
HOR D~DHNWNhh~ 


eo we 


+ 
~1 


a3 § 

34,943 
‘ 28,267 

Wash. and Ore. ‘ 6.676 





Revised. 
1Retailers with two or more outlets. 
2Less than 0.5 percent change. 








First 9 months 
September 1959 Pounds (1,000) Value ($1,000) 
Percent Percent 
change change 
Type of product! Pounds Value from from 
(1,000) ($1,000) 1959 1958 1959 1958 


TOTAL SALES OF SELECTED 

ESTABLISHMENTS 156,373 66,725 966,661 +1 392,115 +4 
Package goods made to 

rr at: 

1.00 or more per lb. 5,567 5,657 27,306 -—2 31,055 

$. 50 to $.99 per lb. 22;937 2 +6 52,204 

Less than $.50 per lb. 27, "502 ,490 161, +5 42,699 
Bar goods 67,300 29,580 451. »752 —1 187,879 
Bulk goods* 22,11 6,886 139,651 —1 38,702 
5¢ a 10¢ specialties 10; 950 4,694 91,928 +7 39,576 + 








1A selected group of large manufacturer-wholesalers and chocolate 

manufacturers report sales by type of product. Companies reporting 

such detail account for approximately half of the total dollar sales ot 
manufacturers. 

2{ncludes penny goods. 


Data from monthly “Facts for Industry” of the U. S. De- 
partment of Commerce. 
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Fleischmann knows how to pick pecans 
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We buy only the finest quality pecans 
in shell. That means you get the pick of 

the pecan meats. Fleischmann’s Fancy 
Pecans are bright, firm, full-meated pecans, 
rigidly graded to your exact specification. 


Fleischmann has just the grade of Fancy Pecans 

to give your candies the delicate pecan flavor 

that will turn them into best sellers. Whichever 
grade you choose, Fleischmann Pecans come to you 
fresh, and uniform in size, always. And they come 
from the most modern pecan plant in the country. 


For sweet profits from pecan candies, 
talk to your Fleischmann representative. 
Every pound of his pecans is backed with 

that famous Standard Brands Service! 


}= 
Re 


Fleischmann’s foney Pecans 


A PRODUCT OF STANDARD BRANDS INCORPORATED 


* 


6 — The Manufacturing Confectioner 




























tis! 










) 








Curtiss names new ad director 


William M. Galbraith has been appointed ad- 
vertising and sales promotion director at Curtiss 
Candy Company. Mr. Galbraith was previously an 
account executive at H. W. Kastor & Sons Adver- 
tising, Chicago and prior to that served as products 
advertising manager for Armour and Company. 





Jolly Rancher creates new post 


Mrs. LaVerda Samples will fill the newly created 
position of special sales promotion representative 
for Jolly Rancher Candies, Wheat Ridge, Colorado. 
Mrs. Samples will be in charge of sales for the 
holiday season and will organize promotions 
throughout the year emphasizing the use of candy 
for special parties and in family foods. 





Leo Blumenthal joins family firm 


Leo D. Blumenthal is the first member of the 
third generation of the Blumenthal family to enter 
the chocolate business with the Philadelphia firm. 
He is the son of Bernhard Blumenthal, president 
of the company, and is the grandson of the late 
Joseph Blumenthal who founded the firm in 1900. 





New item for Holloway 





M. J. Holloway & Company has introduced 
Krunch Away, an uncoated toffee piece. It is packed 
in waxed paper lined cartons and retails at five 
cents. 





Cohen given testimonial - 


A testimonial dinner was held in Chicago on 
October 30th to honor M. J. Cohen on his 80th 
birthday and the 63rd anniversary of his entry into 
the candy business. A sponsoring committee was 
made up of a group of candy manufacturers and 
salesmen from the Chicago area with Hubert Wolfe 
acting as master of ceremonies. Mr. Cohen was 
honored particularly for his pioneering work in 
candy merchandising and display. 


NEWSMAKERS 


The American Molasses Company has announced the 
election of Frank E. Trager as vice president, Midwest 
sales, American Molasses Company, Eugene Syverson, 
vice president, Inland Sugar Company (wholly owned 
subsidiary), and John G. Schuettinger, vice president, 
plant planning and development, American Molasses 
Company. 





Refined Syrups and Sugars has published a brochure 
entitled “New Ingredients” which covers technical data 
and use information on four of the company’s new 
products. 


Richard E. Jansing, Jr. has been appointed general 
sales manager of Hudson Sharp Machine Company, 
Green Bay, Wisconsin. Mr. Jansing has been with this 
subsidiary of Food Machinery and Chemical Corpo- 
ration since 1947 and most recently held the position 
of district sales manager, with headquarters in Green 
Bay. 


Corn Products Company has announced the realign- 
ment of merchandising and sales of consumer and 
industrial products of that company and the recently 
acquired Best Foods division. The new set-up will put 
all industrial products under the new Corn Products 
Sales Division, headed by Corn Products Company 
vice president Alexander N. McFarlane. Harold Plimp- 
ton, Jr. will serve as vice president and general sales 
manager of this division. Consumer products will be 
handled by the Best Foods division headed by Aaron 
S. Yohalem. 

(Continued on page 45) 








aN alavelelavel| sve meme 


[0] toy, V-Vemm lita 


‘a new dimension in 4 


for December 1959 — 7 


, 


ALrwice * 


































5 sure ways Staley’s can help you improve your 
candies in quality, uniformity, appearance. 


FOR DUST-FREE MOULDING: Confectioner’s Spe- 
cial Dustless Moulding Starch. Similar to Staley’s P.F.P. 
Starch except it is specially processed to take and hold 
quick, excellent impressions. “ 


FOR YOUR UNMODIFIED STARCH NEEDS: Pure 
Food Powdered Starch (P.F.P.) is a sparkling-white, free- 
flowing, odor-free starch with a bland flavor. Because 
P.F.P. is finely ground and bolted through silk, an ex- 
ceptionally high degree of purity is assured. 


FOR YOUR THIN BOILING NEEDS: Confectioner’s 
ECLIPSE “‘F”’ Starch is a modified, thin-boiling starch of 
high fluidity. Eclipse ‘‘F’’ can be cooked to low moisture 
content without becoming too viscous or stringy—pro- 
duces a short, tender gel with definite clarity. Bland 
flavor. Pure white color. Odorless. 


FOR FINE-POWDERED DUSTING: Staley’s Confec- 
tioner’s Dusting Starch is a pure white, fine powdered, 
uniform starch with exceptional spreading properties. 


For additional information on any of Staley’s quality 
products for confectioners, call your Staley’s Repre- 
sentative. Or write to... 


CONFECTIONER’S ECLIPSE "'G'’ STARCH is 
similar to Eclipse ‘'F’’ except offers even higher fluidity... 
results in faster, thinner cooking . . . easier deposit with 
fewer tailings. 


A. E. STALEY MFG. CO. 


DECATUR, ILLINOIS 
® Branch Offices: Atlanta * Boston * Chicago * Cleveland Kansas City 
New York © Philadelphia © Sanfrancisco * St Louis 
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Nestlé’s .. . Peter’s .. . Runkel’s 
; ; ’ =» 44 
chocolate liquors and coatings are backed — 
by Nestlé’s famed “Quality Control” ” //, 
from selected cocoa beans to final 


delivery. Leading bakers depend on Nestlé. 





« NESTLEs 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, N.Y. 
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HELP YOURSELF TO OUR MOST “a 
EXPENSIVE RESEARCH oe 





So it 

Have you a “good” product you'd like to convert into a And 
superior one? A processing problem? An idea for a new product cons} 
that doesn’t quite come off? rose 
Call on Sunkist citrus research for help. a pro 
We've been working 44 years squeezing new uses and products actin 
/ givin 


out of California oranges and lemons. The payoff has been every 
118 U.S. Patents...and over 400 new products. 





“ »” . , . * U E 
All this “know how” is at your service. Sunkist technical men - ; 
will be glad to work with you—in your own plant—or for you— pa a 
in their own citrus research laboratory. Write, and a Sunkist Sunk 
man will call on you. Dept 

Onta 

J 

Sunkist Growers us. 

Oran 
PRODUCTS SALES DEPARTMENT Fritz 

Olcot 
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FOR ORANGE 
CANDIES THAT 
TASTE BETTER— 
EXCHANGE BRAND 
ORANGE OIL 


California oranges have more and 
richer flavor...more distinctive 
aroma...brighter color than those 
grown anywhere else. 


So for orange candies that taste 
better and sell faster, favor with 
Exchange Brand Orange Oil... 
made from California oranges by 
the folks who know citrus best — 
the Sunkist Growers. 


Exchange Orange Oil U.S.P. goes 
farther. An ounce—for instance— 
is all it takes to give good, 

solid California orange flavor 

to as much as one hundred pounds 
of hard candies or pectin jellies. 
So it costs no more to use the best. 


And Exchange Oil is outstandingly 
consistent. Sunkist — with the 
country’s largest stocks of oranges 
to choose from—can blend you 

a product of assured uniformity... 
acting exactly the same way and 
giving the same outstanding results 
every batch, year in and year out. 


QUESTIONS, ANYONE? 


For information about any Sunkist 
or Exchange Brand product, write 
Sunkist Growers, Products Sales 
Dept., 720 East Sunkist Street, 
Ontario, Calif. 


U.S. Distributors of Exchange 
Orange and Lemon Oils: 
Fritzsche Bros., Inc.; Dodge & 
Olcott, Inc.; Ungerer & Co. 
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Why not put Greer ideas to work, producing a better way, for you? For further 
information on how our engineers’ suggestions can give you new efficiency, improved 
quality control, and above all, bigger profits . . . 


Call or write J. W. GREER COMPANY, Wilmington, Massachusetts 


Sales Engineering Office: Boston, Mass. Representatives in Chicago, IIl., New York, N. Y., and San Francisco, Calif. 


Evropean Representatives: Bramigk & Co., Ltd., 15 Creechurch Lane, London E. C. 3, England 


BRINGING BETTER FOOD TO MORE PEOPLE AT; LO 
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| «for MOIRS LTD. of Halifax 


Greer Melter Conditioners modernize chocolate 
preparation and handling in Canada’s largest 
fancy package candy operation. 





“Three Greer Conditioners and a triple pipe line supply 
system have completely eliminated batch methods of chocolate 
handling for Moirs,” says Jim Gardner. “This change is an 
important part of the modernization program that has so 
greatly improved their operations in recent years. 





“The new system provides a number of advantages — 
constant and absolute quality control, improved sanitation, 
lower labor costs, and reduced congestion. Push-button 
activation of the system, but with a few minutes start-up time, 
gives spectacular new flexibility, and lets them 
}) make switch-overs with virtually no down time. 





| “These conditioners have handled millions of pounds 
of chocolate for Moirs, with efficiency and certainty 

the old methods couldn’t approach — more proof 

that Greer ideas produce a better way.” 


James V. Gardner 
Greer’s Division Manager for 
Confectionery Equipment 


The battery of Greer 
Coaters applies well over 
10,000 pounds of chocolate 
per day ... piped in from 
the 3 Greer Melter 
Conditioners. 
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ANHEUSER-BUSCH, INC. 


BULK CORN PRODUCTS DIVISION 
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FOR THE 
CONFECTIONERY 
INDUSTRY 

Corn Syrups 

Thin Boiling Starches 





Moulding Starches 


SALES OFFICES 


LONG ISLAND CITY NEW YORK PHILADELPHIA, PENNSYLVANIA DAYTON, OHIO 

4848 Fifth Street Bourse Bldg. 629 Storms Road 

KALAMAZOO, MICHIGAN SAN FRANCISCO, CALIFORNIA GREENSBORO, NORTH CAROLINA 
1122 Royce Avenue 1485 Bay Shore Blvd. 3226 James Place 

APPLETON, WISCONSIN CAMBRIDGE, MASSACHUSETTS CHICAGO, ILLINOIS 

706 E. Pershing 111 Sixth Street 750 S. Clinten 

COLUMBUS, GEORGIA SPARTANBURG, S.C. NEW ORLEANS, LOUISIANA 

2319 Hamilton Road 731 Crestview Drive 314 Girod Street 


GENERAL OFFICES 
ST. LOUIS, MISSOURI. 721 Pestalozzi Street 
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Make the Mam from Blumenthal the anchor man on your team of 
suppliers. You can be sure he will steer you right on the time to buy 
chocolate. And when it comes to quality of product, it’s clear sailing 


when you 


See Your Man from... 


BLUMENTHAL BROS. CHOCOLATE CO. 


MARGARET AND JAMES STS., PHILADELPHIA 37, PA. 
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2 y color and. 
flavor problem. = il Kohnstamm. 
They've been contig nth answers 

100 years. 


‘do for you. 





First producers of certified colors Hs. KOHNSTAMM & COMPANY, INC. Established 1851 
161 Avenue of the Americas, New York 13, WAtkins 9-7000 / 11-13 E. Illinois St., Chicago 11, SUperior 7-6174 
2632 E. 54 St., Huntington Pk., Calif., LUdlow 5-1226 / in other cities consult the “Yellow Pages” 
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Candy in ice cream 


or several years L. S. Heath and Sons, 
Robinson, Illinois has produced and sold locally a 
Heath Toffee ice cream bar. The bar consists of bits 
of toffee candy in vanilla ice cream and bits of toffee 
in the milk chocolate coating. In the Spring of 1958 
the bar was test marketed in Indianapolis and 
scored a resounding success. A year later a national 
sales manager was appointed by Heath to supervise 
the sale of the toffee center to ice cream makers. 
The latest development is the announcement which 
came at the end of September that Heath is intro- 
ducing the ice cream bar in major markets through- 
out the United States as quickly as dairies are 
franchised for production and distribution. 

Heath’s entrance into national distribution with 
an ice cream flavor made from their popular candy 
bar follows by some few months the effort of 
D. L. Clark to promote the Zagnut bar as an ice 
cream flavor. Distribution of the Zagnut flavor 
is in the hands of Krim-Ko Corporation of Chicago. 
The first push for Zagnut was an ad in Ice Cream 
Field magazine offering ice cream makers who 
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bought the flavoring a complete merchandising 
program. Zagnut toasted cocoanut candy ice cream 
is produced by combining ground pieces of Zagnut 
bar and liquid nut flavoring with ice cream. 

The pioneer in marketing a candy bar flavor 
is Fenn Bros. who for many years has sold Butter 
Brickle flavoring to ice cream manufacturers. In 
a survey made recently by the International Asso- 
ciation of Ice Cream Manufacturers Butter Brickle 
ranked 14th in popularity as an ice cream flavor. In 
the middle western area it jumped to 5th in rank 
due to the fact that the bar itself originated in 
this area and has long been a consumer favorite 
with midwesterners. According to another survey 
by the same Association five out of 175 manufac- 
turers ranked Butter Brickle as their 3rd choice of 
flavors, seven ranked it 4th and six ranked it 5th. 
Persistent promotion and enthusiastic consumer 
acceptance have elevated Butter Brickle to a posi- 
tion where it is a truly competitive ice cream 
flavor. 

An interesting entry in this field is “Jelly Bean” 
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flavoring which is produced by Flavor Saver, Inc., 
Cambria Heights, New York. The name “Jelly 
Bean” has been trademarked by the manufacturer 
and production and distribution is on a franchise 
basis. The product consists of soft, miniature jelly 
beans mixed in flavor concentrates. A patented 
process which allows any of the available flavor 
concentrates (chocolate, vanilla, cherry, strawberry, 
lemon, lime, etc.) to be fed into the ice cream from 
the fruit feeders, as it comes out of the continuous 


freezer, permits the retention of the shape of the. 


jelly beans. 

Curtiss Candy Company has, for the past two 
years, been marketing Butterfinger flavoring. The 
chocolate covered bar is ground up in its entirety 
to produce the flavoring. Twenty-five years ago 
the Butterfinger bar was sold to this market with 
some degree of success. The flavoring’s re-entry into 
the field is being handled on the West Coast by 
Carnation Company of Los Angeles and by Hood 
Dairies on the East Coast. 

Sources at Curtiss state that Butterfinger ice 
cream flavor has been doing very well and that 
acceptance is growing season by season. 

Spangler Candy Company has sold Honeycomb 
Chocolate Chip to ice cream people for over 25 
years. This item is packaged in a 35 Ib. bulk carton 
and several different manufacturers have used it 
in chocolate chip and mint chip ice cream. Each 
crunchy piece of candy contains over 128 individ- 
ual air cells, which makes the item an ideal piece 
for use in ice cream. 

Pangburn Company has been making candy 
flavors for use in ice cream since the early 1920's. 
They originally used them only in their own ice 
cream but in 1931 put them on the market nation- 
ally. Pecan Krunch was the first flavor sold nation- 
ally, followed closely by Almond Toffee, Lemon 
Flake, Peppermint Flake and on down the line 
until today they carry as stock items 23 flavors. 
Occasionally the company will develop a special 
flavor not carried as stock item for the exclusive 
use of an ice cream maker whose volume justifies 
it. 

Another company active in this area is Boyer 
Bros. who have been selling to the ice cream trade 
for the past ten years. They make standard flavors 
for use as ripples such as chocolate, marshmallow 
and butterscotch. They also make a peanut butter 
fudge flavoring which may be used as a ripple if 
desired. This product is pure peanut butter and 
is in liquid form. 

The trend and the potential in this market seems 
to be flavorings which are already established in 
bar form. Some candy companies, such Boyer and 
Pangburn, who have been in the field longer, do 
not concentrate on one product and are not in- 
volved in franchise set-ups as are the companies 
which promote bar flavorings. 

The main requirement for a bar flavor seems 
to be that it retain a candy characteristic when 
in the ice cream. Then, of course, it is essential 
that the bar have consymer acceptance which will 
carry-over to the ice créam product. 
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good things 
you can 
count on 

in 1960 












The fine quality of 
Blue Diamond Almonds 
Biue Diamond Almonds are 
grown in the world’s finest 
almond orchards, then carefully 
graded and inspected. This 
quality control means more 
good almonds for your money. 










A plentiful supply 


Thanks to this year’s colossal 
crop—an exceptionally 

large harvest of quality 
almonds— ample supplies 
are quickly available. 









Extra profit from all 
your Almond candies 
Now, with Blue Diamond prices 
the best in years, you step up 
your profits and your quality 
when you make almond candies. 
Feature them often. 






BLUE DIAMOND <>ALMONDS 


CALIFORNIA ALMOND GROWERS EXCHANGE 
P.O. Box 1768 © Sacramento 8, California 
Sales Office: 100 Hudson Street, New York 13 





The MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manu- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Selected Best Candies of the Year 


Code 1D9 
Licorice (Coal Candy) 
7 ozs.—59¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of package: Good 
Container. Folding box, white printed 
in red, black and yellow. Imprint of 
old fashioned coal stove in colors. 
Cellulose window. Overall cellulose 
wrapper. 
Licorice: Licorice is broken up to look 
like small pieces of coal. 
Colors: Good 
Texture: Good 
Flavor: Good 
Remarks: A good looking licorice pack- 
age; should be a good seller. 
REVIEW: This sample was a very dif- 
ferent and good eating licorice con- 
fection. 


Code 1A9 
Ribbon Candy 
12 ozs.—$1.00 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: See remarks 
Container: Long oblong white folding 
box, one layer type. Top printed in 
red. Cellulose wrapper. 


Appearance of Box on Opening: Good. 
Two cardboard trays, overall wrappers 
of cellulose. 

Candy: 

Colors: Good 

Texture: Good 

Gloss: Good 

Flavors: Good 

Workmanship: The best we have seen 
on ribbon candy. 

Remarks: Suggest imprint of ribbon can- 
dy in colors on top of box. This would 
improve the appearance of the box 
and make it more attractive. 

REVIEW: The packaging and workman- 
ship of this ribbon candy were ex- 
ceptionally good. Also very fine flavors 
were used, 


Code 1B9 
Cut Rock Candy 
8 ozs.—49¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Fair 
Container: Cellulose bag, white paper 
clip on top printed in red, green and 
black. 
Cut Rock: 
Colors: Good 
Gloss: Fair 
Texture: Good 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY-—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-—Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ Pieces 

DECEMBER—Best Packages and Items of Each Type Considered 


During the Year. 


Flavors: Good 
Workmanship: Good 

Remarks: Suggest bag be printed in the 
same colors used on the clip to im- 
prove the appearance. We find very 
few hard candy makers today who can 
make good cut rock. 

REVIEW: We receive very few samples 
of cut rock; this type of candy was 
very popular some years ago. This 
sample was very well made and the 
designs were exceptionally good. 


Code 2A9 
Caramel Chews 
8 ozs.—28¢ 
(Purchased in a chain drug store, 
Chicago, II1.) 

Appearance of Package: Good 

Container: Cellulose bag printed in 
brown and white. Chews are wrapped 
in cellulose. 

Chews: 

Colors: Good 
Texture: Good 
Flavors: Good 

Remarks: A good eating chew; the best 
we have examined this year at the 
price of 28¢ for 8 ozs. 

REVIEW: Most caramel chews we ex- 
amine are hard and tough; some are 
grained. These chews had a very good 
caramel flavor and were good eating. 


Code 1E9 
Hard Candy Jar of Fruit Cuts 
8 ozs.—49¢ 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Jar: Good 
Container: Oval shaped jar, screw cap, 
gold seal printed in black, gold and 
red, 
Candy: 
Colors: Good 
Gloss: Good 
Texture: Good 


(Continued on page 37) 
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RASPBERRY 


Raspberry has always been the most popular fruit flavor. 


Its greatest success depends on the extent of its true reproduction 
of the flavor of the actual fruit. 


Our Raspberry No. F 21-1003 achieves this to the fullest degree. 
Excellent in all types of confectionery. 


May we discuss this outstanding product with you? 


VERONA AROMATICS 


A DIVISION OF VERONA-PHARMA CHEMICAL CORP. 
Plant and Main Office: Branch Office: 
¢ 1210 ROSEDALE AVENUE, CHICAGO, ILL 


26 VERONA AVENUE, NEWARK 4, N. J. 





AUTOMATION | 
Hrovgh— Hnslla | 








HANDLES 


ALL : 
TYPES AUTOMATICALLY 


OF a b FEEDS: 
BATCHES 
CUTTERS 
CUT AND. WRAP MACHINES ° 
STICK MACHINES 
OUTPUT PLASTIC MACHINES 
UP TO ha — BALL MACHINES 
300 FT eel Me > | FORMING MACHINES 
0) an 10) = , -_ 
PER 
MINUTE 


Hansella AUTOMATIC FEEDING UNITS 19K - 65D 
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Chunky modernizes packaging 


: A Chunky chocolate line is enjoying a 
strengthened competitive position and growing 
sales vitality as a result of a totai redesign project 
done for the Chunky Chocolate Corp. by Francis 
Blod Design Associates, Inc., New York City. And 
these goals were achieved without drastic expense, 
for the designers retained many of the existing 
package forms, improving on the design within the 
old format. 

The old Chunky line suffered from a number of 
packaging faults. Though Chunky chocolates were 
known to consumers for their quality, the pack- 
aging failed to dramatize this feature and win 
new customers. There was, also, an old-fashioned 
look to many of the packages. In many cases this 
meant that newer, more appealing packages were 
crowding Chunky off the shelves. Too, the old 
line lacked legibility and product and brand identi- 
fication, so important in supermarket sales. Many 
of the old packages failed to take cognizance of 
modern display methods, and lacked visibility when 
stacked on shelves. 

These merchandising faults were attacked in a 
number of ways during the design project. A ver- 
tical bag was changed to horizontal, for instance, 
to increase shelf space. This same bag and a 
matched box’ were given wrap-around windows 
for greater visibility when stacked on their backs 
or on their sides. Cross-promotion of the Chunky 
line was increased and a new large chocolate bar 
was added. These and other changes resulted in 
growing sales for Chunky, according to the com- 
pany’s marketing director. 

The initial goal of the redesign project was to 
decide on a logo that would be adaptable to the 
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entire line. It was felt that this logo should have 
a “playful” look denoting the fun of candy and that 
it should also have a quality appearance. Above 
all, the designers felt this logo should have a strong 
and distinctive appearance that would reflect the 
unique quality of Chunky chocolates. 

Because of Chunky’s established sales, the de- 
signers did not want to depart radically from the 
Chunky identification that already existed. For this 
reason they surveyed the line to find a format that 
could be improved upon and applied to the whole 
line. 

The line consisted of two large bars, (a half- 
pound family size and a 5% ounce party size), 
and the cube-shaped nickel bar, plus a film- 
wrapped Cutie bag and a six-pack box for the 
nickel bars. The nickel bar and the two large bars 
displayed some uniformity — all three were 
wrapped in foil with a red “Chunky” and the 
legend, “Milk Chocolate” in blue. It was the strong 
diagonal Chunky logo on the large bars that the 
designers and the chocolate company agreed was 
the most distinctive and appealing, and chose this 
one for the family-look logo. They agreed that this 
strong diagonal logo would be highly effective on 
supermarket shelves. 

There were still a number of changes to be 
made in this, however. In the first place, the logo 
was not given sufficient room on the front panel 
of the bar, and the logo on the edge folded over 
onto the front, thereby reducing visibility when 
the bars were stacked one on top of another. In 
addition, the red printing of the logo against the 
foil was not sharp enough, and gave a pinkish 
quality to the color even though a true red was 
used. 











For Marimum Protection 
at Lowest Cost 


Use SWEETONE Decopad 





The most widely used candy padding in 
the United States. We maintain a special 
converting department to emboss, cut and 
die cut our paddings to your requirements. 


Write “Voday for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Glassine Chocolate Dividers 

Waxed Papers Boat & Tray Rolls 

Wavee Parchment Layer Boards 

Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
Baltimore, Chicago, Dallas, 
Los Angeles and Seattle. 














To heighten the color, the designers outlined 
the red letters in white. This improved legibility 
and made the red considerably brighter. They 
also gave more room for the logo on the front of 
the package, thus giving a neater look to the bar. 
To emphasize the extra flavor that results from 
thick bars, the designers introduced the “Extra 
Thick for Extra Flavor” line and used this in blue 
writing on the face of .the bars. 

In the course of their work with the bars, the 
company also made two other changes. In the old 
line, the family and party sizes differed mostly in 
thickness, and very little in length and width. 
Without flattening the bar too much, they made 
the family size bar distinctly wider and longer 
to differentiate it from the smaller party bar. They 
also introduced the new Premier full-pound bar, 
using the same logo and format as the two other 
bars. This large bar also provided increased space 
on the back panel for cross-promoting the other 
Chunky assortments and sizes. In their work with 
the bars, the side panels were made neater and 
more uniform with strengthened brand and prod- 
uct identification. 

From the bars, the designers moved to the foil- 
wrapped nickel bar. They outlined the logo in 
white to conform to the large bars, and made the 
letters upper and lower case. They also reduced 
the letterspacing in size so that the logo could be 
read in whole on the front panel. To emphasize 
the thickness of the nickel bar, the designers added 
vertical white stripes on the sides. The white of 
these lines and the outline replaced the blue “milk 
chocolate” of the old wrap. 

The designers next turned their attention to the 
bag and box packages used for the nickel bars. 

The old six-pack box had brown lettering on red, 
while the old Cutie bag had white lettering on 
brown. Though the designers and the Chunky 
company considered the idea of using red on foil 
throughout, they finally decided that there was so 
much equity in the brown on red that they would 
retain this and use it on both packages. They also 
considered drastic changes in size, shape and con- 
struction for both these packages, but decided to 
stay with the original to avoid high costs for new 
production facilities. Within this framework, the 
designers worked on lettering, layout and display 
windows. 

The previous six-pack carton failed to identify 
itself as a six-pack and relied solely on the window 
showing the six individual squares inside. In addi- 
tion, it gave an old-fashioned look because of the 
small lettering, and as evidenced in the accom- 
panying photograph, the picture of the boy eating 
and the picture of the chunky squares added to the 
out-of-date look. The dull colored box contributed 
to this somewhat dingy appearance. 

Because of the popularity of multiple packaging 
for supermarkets the designers felt that the six- 
pack should be emphasized. They felt, though, that 


. each of the six squares need not be shown fully 


and that they would be even more dramatically 
displayed by showing only portions of them. With 
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this in mind, they displayed the words “6-pack” 
on the front and developed the dramatic new dis- 
play window. The triangular window not only per- 
mits visibility from the front side of the package 
but gives the impression of heightened quality and 
newness. The window underscores the upward slant 
of the Chunky logo, and gives it an exciting look. 
Outlining the window in white also permits a 
sharp background for the “milk chocolate” letter- 
ing, which is brown. A film overwrap for the six- 
pack was the final step in its modernization. 

Redesign of the Cutie bag was the final step 
in the six month redesign program. The first step 
was a change from a vertical package to a_ hori- 
zontal package. Two factors motivated this. The 
first was the result of research of market condi- 
tions. This showed that the majority of candy 
packages of this type had already changed to 
horizontal because of the increased display space. 
The other reason for the change was the desire 
to repeat the display window that was used on 
the six-pack. 

The old Cutie bag was a hodge-podge of con- 
fusing display copy with a cluttered background 
of the squares as seen through the clear wrap. The 
new bag, with the same red on brown of the 
six-pack, presents a modern, uncluttered and effec- 
tive display surface with almost as much visibility 
of the squares as the old bag permitted. Again, 
the Chunky logo is given the forward-looking diag- 
onal that imparts such vigor to the entire line. As 
with the six-pack, the dynamic window shape per- 
mits visibility of the contents from the side. The 
logo is also repeated on the side in case the bags 
are stacked one on top of the other. 

Even though the six-pack and the bag are in 
red and brown, the appearance of the foil-wrapped 
squares through the window, coupled with the 
over-all diagonal theme and red, consistent letter- 
ing, provides strong brand recognition for all the 
packages. 





Strong diagonal Chunky logo was adapted from old line (left) 
and carried throughout new line. Its legibility and color were 
improved significantly by outlining the lettering in white. The 
appearance of the Cutie bag was cleaned up and given new 
strength with a diagonal window outlined in white. This window 
was also used on the six-pack, which, in the old line had a some- 
what old-fashioned look. All the new packages were designed to 
capture additional shelf space and to strengthen brand and 
product identification regardless of how displayed. 
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Rhinelander Glassine paper keeps candy fresh . . . in appear- 
ance and taste. Provides versatile protection in candy 


packaging. Glassine is economical, prints well and performs 
smoothly on automatic packaging equipment. 

Rhinelander Glassine is available in a wide variety of 
glossy sales appealing colors . . . embossed, opaque and 
translucent grades. Write for samples. 
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Sell her more with multi-pa 








Hundreds of manufacturers have found multi- 
packs a tremendous sales builder. They sell 2, 3, 4 
or more of a product instead of merely one. And 
everybody benefits. Manufacturers and distributors 
get greater profits. So do retailers—along with less 
handling and faster pricing, stocking and checkout. 
The consumer gets shopping convenience, greater 
availability of the product at home and worth- 
while economy. What's the best packaging material 
for multi-packs? Sparkling, transparent cellophane. 
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AVISCO CELLOPHANE 


It gives 6-sided visibility, maximum product pro- 
tection and unmatched performance on high-speed 
packaging machines. It also prints beautifully for 
display impact. We offer a complete packaging 
service to assist you and demonstrate how Avisco 
cellophane will answer your multi-pack require- 
ments better and more economically than any 
other material. Contact us for an appointment 
with our representative or a selected cellophane 
converter specializing in your field. 


AMERICAN VISCOSE CORPORATION, 1617 PENNSYLVANIA BOULEVARD, PHILADELPHIA 3, PENNSYLVANIA 
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THERE'S A REAL 

MERCHANDISING 

OPPORTUNITY IN 
MULTI-PACKS 


BY ROBERT H. GILJOHANN 


Market Development Department, 
American Viscose Corporation, 
Film Division 


* Candy manufac- 












their products. 
Small bars and 
boxes of candy 
were ideally suited 
| for unitizing in lots 
of 5 or 6. These 
multi-packs have increased sales, 
made handling easier and won favor 
with retailers and consumers alike. 


But, in urder to be a truly effec- 
tive sales tool, multi-packs should 
not merely be used to unitize—but 
also to merchandise. 


The use of cellophane to show the 
contents of a multi-pack is impor- 
tant. But equally so is a sales message 
or illustration that stimulates im- 
pulse buying. Cellophane can also 
be used to do this most effectively 
because it prints with jewel- 
like quality. 


Use the cellophane overwrap for 
a sales message about economy, 
convenience, a party pack, or 
school snack. 


Use it to tell about the quality of 
your product. 


Use it for special holiday mes- 
sages, special sales, savings or offers. 
Or use it to create appetite appeal 
by showing a large cross section of 
a candy bar with its luscious filling. 


These are just a few ideas to 
stimulate your thinking. You'll find 
many more in our new multi-pack 
handbook. Call your Avisco cello- 
phane representative or write to me. 
We'll be happy to send you a copy. 


AMERICAN VISCOSE 
CORPORATION 
FILM DIVISION 
1617 PENNSYLVANIA BLVD. 
PHILADELPHIA 3, PA. 
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The D. L. Clark Company is mar- 
keting Clark bar Easter Eggs indi- 
vidually wrapped in cellophane and 
packed in pastel-colored six packs. 
The company has also put out Easter 
Egg Miniatures, which are choco- 
late coated coconut creams, for this 
holiday season. 





Delson Candy Company has in- 
troduced French Opera Creams in 
an aluminum foil wrapped box 
which features a French tricolor 
motif and a miniature Eiffel Tower 
on the three display panels. 





Whitman's is shipping a counter 
display unit containing forty-eight 
packages of Assorted Chocolates in 
a special promotion which reduces 
the price of the box from $1.39 to 
98¢. Counter cards and window 
strips will be used for point of sale 
promotion. 













Fanny Farmer has changed the 
packaging of four bars from un- 
printed cello wraps, tape closed, to 
a lamination of foil and sulphite 
paper. The wrap is now sealed by 
spot gluing on one end and a tight 
fold on the other. The design of 
each wrap is the same but the 
colors are different. These new 
packages are being introduced 
through 400 Fanny Farmer retail 
outlets in 22 states. 






Planters Nut & Chocolate Com- 
pany is using a removable Christ- 
mas band on one pound and one- 
half pound boxes of their Milk 
Chocolate Nut Assortment. 


> has_ intro- 
duced a companion product for its 
Buddy Bar. The new item, Buddy 
Nut Bar, contains peanuts and re- 
tails for 10 cents. The package jis 
printed in brown and yellow on a 
white background and is wrapped 
in chocolate colored glassine inside. 








Hard Candies. Produced for Charms Company by 
Reynolds Metals Company. Jointly designed by Charms 
Company and their agency and Reynolds. .00035” 
aluminum foil glue mounted to medium weight bond 
with layer of wax and light tissue. Printed by gravure. 
Predominant color, offset by white, keyed to flavor 
within. Excellent protective qualities, may be closed 
and re-closed. 


Merit Award — #11 Foil, Sheets and Rolls 


Chewing Gum. Produced for Wm. Wrigley Jr., Com- 
pany to their own design by Flexible Packaging 
Div., Continental Can Company, Inc. Gravure printed 
cellophane overwrap, supplied in rolls. “Trick or Treat” 
unit pack, colorful Hallowe’en design. Exceptionally 
good increase in sales without affecting individual pack 
sales. 

Merit Award — #19 Dry Grocery and “Snack” Items 





| he National Flexible Packaging Association 
presented awards to seven confectionery manufac- 
turers for outstanding packages in their category 
of the 4th annual competition of that Association. 
The winners were announced at White Sulphur 
Springs, West Virginia, October 26th. John M. 
Cowan, Association managing director, said that 
there were more entries in this 4th competition 
than ever before. He also noted that packaging 
refinements in evidence included wider use of 





























opening devices, a strong trend to color coding to 
distinguish varieties, sizes or types of product, and 
a higher level of reproduction skills including use 
of some color halftones printed by flexography on 
polyethylene. The judges included R. J. Conway, 
Fisher Foods, Inc., L. B. DeForest, American Rack 
Merchandiser Institute, Scott Detrick, Scotty’s 
Markets, Carl Wagner, Associated Merchandising 
Corp, and R. R. Wilson, Fuller & Smith & Ross, 
Inc. 
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Chocolates. Supplied to W. F. Schrafft and Sons Corp. 
by Milprint, Inc. Design by Milprint Design Studios, 
Glenn Sontag, Art Director. Heal seal paper mount- 
ed foil. Package designed for customer’s entrance into 
supermarket merchandising. Illustration reproduces in- 
terior of package, high quality, hand-packed product. 
Merit Award — #11 Foil, Sheets and Rolls 





Chewing Gum. Produced for Chiclecraft Inc. by Pack- 
age Products Company, Inc., whose Mel Kester cre- 
ated the design. Printed celophane over foil, flexo- 
graphically printed and supplied in rolls. Foil showing 
through cellophane adds brilliance and impact. Sales 
have more than quadrupled. 

Merit Award — #9 Cellophane Sheets and Rolls 





Marshmallows. Produced for Doumak Inc. by Milprint, 
Inc. Designed by Milprint Design Studios, Glenn Son- 
tag, Art Director. Rotogravure printed polyethylene, 
supplied in rolls. A family design, featuring four dif- 
ferent appetizing uses for marshmallows. 

Ist Award — #10 Polyethylene Sheets and Rolls 
Merit Award — #19 Dry Grocery and “Snack” Items 
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Candies. Produced for Grosseinkaufsgesellschaft Os- 
terr. Consumvereine by Anger & Company. De- 
signed by A. Kuhn. Flexographically printed cello- 
phane rolls and imprinted bags. Seven packets of 
candy, each bearing an animal fable character and 
color coded to indicate variety. Outer bag unprinted 
with tintie closure. 

Merit Award — #5 Cellophane Bags and Pouches 
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Candies. Produced for Keppel’s Inc. by Boyertown 
Packaging Service Corp. Designed by Rex Reichert 
Associates. Cellophane bags, printed flexographically. 
Printed area limited to show contents readily, yet 
brand name and flavor immediately recognizable. 

Merit Award — #5 Cellophane Bags and Pouches 

Merit Award — #19 Dry Grocery and “Snack” Items 





Candy Bars. Produced for W. F. Schrafft and Sons 
by Paramount Packaging Corp., whose M. G. Soltz 
created the design. 25 Ib. plasticized glassine flexo- 
graphically printed and supplied in rolls. Pastel color 
coded, prominent brand identification. 

Merit Award — #8 Paper, Sheets and Rolls 















; SRO sign was up at the New York Coli- 
seum, November 17th through 20th, for the Packag- 
ing Machinery Manufacturers Institute show. Booth 
space was sold out and the floor was crowded with 
a total of 20,000 spectators. This was the biggest 
turn-out yet for this show and there appeared to be 
an unusually large number of candy people in at- 
tendance. Those from the field who were there were 
rewarded by a number of interesting innovations 
that will have application in the candy business. 
Some brief notes follow on what seemed to be some 
of the more pertinent displays. 

Lynch: Morpac “BW” Bar Wrapper for speed, 
versatility and adjustability has side leading of roll 
stock, stainless steel contact parts, enclosed drives 
and electric components for easy washing. “BK” 
Automatic Cartoner will take bars for multiple 
packs, 6, 10, 12, 24, or any multiples which will 
fit into carton sizes up to 5” x 12” x 2%”. Carton 
blanks are formed, filled and sealed and it will take 
the output of two bar wrappers. 

Hayssen: Header label attachment has _ been 
developed for the Compak machine. Completely 
automatic, it feeds, indexes from roll stock and 
attaches it to the formed film. The label is pulled 
down the tube through the machine to the final 
sealing stage where jaws heat seal the label as 


A look at the PMMI show 





they seal the pouch. This attachment is available 
for existing Compak machines. The roll stock feed 
will eliminate many of the disadvantages of die 
cut labels. 

Battle Creek Model 850, a hand fed bundling 
machine uses polyethylene, cellophane, kraft, heat 
or glue sealing foils or mylar. Speeds are up to 12 
groups per minute. Can keep pace with a 180 per 
minute packaging line. 





Lynch Morpac “BW” 














MURNANE PAPER COMPANY 
CHICAGO, ILLINOIS 


Manufacturers of custom coatings for paperboard 





and world’s largest producer of antioxidant 
treated chocolate board bar boats 
is happy to announce that 


ANTIOXIDANT 


iS NOW AVAILABLE IN ANY OF OUR TREATED BOARD ITEMS 


1510 No. Kostner Ave. 





CAptiol 7-5300 
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Hayssen Compak with header label attachment 


Avisun Olefane (polypropylene film). A new film 
providing clarity (1-3 mil), heat resistance and 
shelf life. Olefane is unaffected by changes in 
humidity even after long storage under adverse 
conditions. There is a high yield of 31,000 square 
inches of 1 mil film per pound. It gives a high 
tensile strength, resists tearing and is heat sealable. 

U. S. Automatic Box C-24 is a new low cost 
forming, filling and sealing machine for cartoning 
of bulk candies running at speeds of 60 per minute. 
This machine has been run on cinnamon drops, jaw 
breakers, Jordan almonds, chocolate covered pea- 
nuts and candy corn. An operator is required. 

Crompton & Knowles Model CK-DWS. A high 
speed bunch wrap for individual candies running 
at speeds of 160 per minute. A feed system which 
brings the candy to the wrapper right side up is 
very useful for wrapping of chocolates. This mach- 
ine, which was running at the show with foil 





Package Machinery Transwrap S-750 
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wrapped chocolates, can be used with cellophane, 
unsupported foil and paperback foil. A pocket 
wheel holds the product while folds are made and 
transports package to heater and discharge. 

Package Machinery’s Transwrap S-750 which 
forms and fills up to 75 bags a minute has push 
button controls, a wide size range, and is easily 
adjusted for different speeds and bag lengths. The 
Forgrove Model 85 boasts speeds up to 500 per 
minute for twist wrapping of hard and filled can- 
dies, a short elevating stroke giving greater speed 
and gentler handling of the product, and fifteen 
minute changeover time from one size to another. 
Sachet wrapping is available with an attachment 
and gives speeds up to 350 per minute. 

Woodman: Rotary Pack-Off accumulating table 
for take off from conveyer. Econo-Weight. A table 





Lynch “BK” automatic cartoner 


model, single scale net weigher for operations 
where short run and frequent size changes are 
commonplace. 

DuPont: Vexar, a new extruded polyethylene 
mesh which could be used as a bag or Christmas 
stocking for wrapped candy. 

Hudson Sharp: The Campbell wrapper has been 
engineered to handle polyethylene. Many existing 
machines can be changed over from use for other 
flexible materials to the new polyethylene use. 

Wrap Ade: Model UPH designed for unit pack- 
aging or individual piece wrapping can be used for 
strip packaging or with slitter adjustment can be 
changed over to any multiple desired. 

Wright Machinery: Wrightronic Checkweigher, 
for high speed checkweighing of candy packs. Each 
package is checked for gross weight, with flashing 
light for over and under weights. A three conveyor 
function can be installed sending correct weights, 
under and over weights along separate paths. 

Clybourn Machine Corp.: Tuc-Pac loading and 
cartoning machine for candy cigarettes, and loose 
candies. The machine sets up the carton, loads, 
and either giues or tucks for a finished package. 

























MODEL 2650 


For high-speed cut, form 
and twist or fold wrapping 


For caramel, hard candy 
or chewing gum. Change 
wraps in 30 minutes, 
with wrap speeds up to 
600 per minute. 





SUPERMATIC PACKAGING CORP. 


1460 Chestnut St. Hillside, New Jersey 





speed makes the difference! 


CARAMELS 
CUT and WRAPPED 
EVERY MINUTE 


WITH 


IDEAL 
HI-SPEED 


WRAPPING 
MACHINE 


You can depend on 
Ideal to do the job 
faster, at less cost, with 
maximum efficiency. 
That’s why Ideal Spe- 
cial Caramel Wrap- 
ping Equipment is 
the preferred equip- 
ment .. . and it saves 
personnel—two opera- 
tors are all that are 
required for this auto- 
matic machine. 


IDEAL WRAPPING MACHINE COMPANY 


MIDDLETOWN, NEW YORK U 









Write for 
detailed 









Confectionery Brokers 


G & Z BROKERAGE HERBERT M. SMITH 
COMPANY 318 Palmer Drive 
New Mexico—Arizona El Paso NO. SYRACUSE, NEW YORE 
County Texas Terr.: New York State 
P. 0. Box 227 ALBUQUERQUE 
N. Mex. 





SAMUEL SMITH 















Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years experi- 

ence in the confectionery field. We 

call on every account personally 

every six weeks. Candy is our busi- 
ness. 





LIBERMAN SALES 
COMPANY 
324 Joshua Green Bldg. 
1425 Fourth Ave. 
SEATTLE 1, WASHINGTON 
I. Liberman Cliff Liberman 

Terr.: Wash., Ore., Mont., Ida., 

Nevada, Utah 





HARRY N. NELSON CO. 


646 Folsom Street 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Terr.: Eleven Western States 





RALPH W. UNGER 
923 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
Wert Texas & Nevada 
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2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 

Terr.: Virginia, N. Carolina, 
S. Carolina 





FRANK Z. SMITH, LTD 
Manufacturers Sales Agents 
1500 Active Distributors 
Box 24, Camp Taylor 
LOUISVILLE 13, KENTUCKY 
Teir.: Kentucky, Tennessee and 
Indiana 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 
ALpine 6-3988 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, 
Alabama 





IRVING S. ZAMORE 
2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 


Manufacturing Confectioners 
Since 1925 
Territory: Pennsylvania excluding 
Philadelphia. 
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Rockwood Chocolate Company is 
offering hollow-mold pure milk 
chocolate Santa Claus figures in 4 
ounce and 2 ounce sizes for the 
Christmas season. Christmas Mini- 
kins, assorted milk chocolate Christ- 
mas trees, church bells and Santa 
Clauses, are being packed 25 
pounds to the shipping carton. 


ee 









‘ 


E. J. Brach is packaging choco- 
late covered marshmallow Santa 
Claus figures in a 6 unit multi-pak. 
Each figure is wrapped in glassine 
printed flexographically in red and 
green Christmas colors. 








Bunte Brothers Chase Candy Com- 
pany has upgraded their Tangos 
bar with a new coating and is pack- 
aging it in a ten cent size. The new 
package uses a heavy duty glassine 
paper to increase shelf life. 
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give your candy package... 


ea MORE 
SALES 
APPEAL 






















.»e With 


PAR-APEAL 


plastic trays 


Picture your candy product nestled in a PAK-APEAL 
plastic tray ...a tray that is vacuum formed to fit 
your product perfectly . . . a tray of custom design 
and color created to compliment your present out- 
side container ...a tray designed to provide 
greater product protection ...and finally, a tray 
that permits fully automated packaging. 

It’s truly a picture of profits, because only PAK- 
APEAL gives your package so much sales appeal 
and cuts packaging cost at the same time. 


Write today for PAK-APEAL folder on 
better packaging. 


Y NATIONAL 
PACKAGING 
CORPORATION 
3002 BROOKLYN AVE. © FORT WAYNE, INDIANA 
Branch Offices: NEW YORK, N.Y. @ CHICAGO, ILL. @ DALLAS, TEX. @ LOS ANGELES, CALIF. 





» 


7 


*..packages better for less automatically...with 


“Comparison tests proved to us: ‘VISQUEEN’ polyethylene 
film is the film to use when we want to get all the cost sav- 
ings made possible by automatic packaging. 

“For instance: VISQUEEN film’s superior uniformity of 
thickness—with no thin, weak spots—gives us a stronger 
film. Breakage and consequent downtime are eliminated. 
We get maximum machine speeds when packaging our 
Oh Henry Miniatures. 

“Smooth, wrinkle-free winding also makes VISQUEEN 
film the ideal polyethylene for smooth, trouble-free opera- 
tion of automatic packaging machines. 

“‘Cost-wise, you’d expect that this superior quality 
polyethylene would be higher. Actually, VISQUEEN film 
costs less in the end than ‘cheaper’ films, for two reasons: 


VISKING COMPANY 


CARBIDE 


Si ite), | 











ld len 


We get superior machinability and, because of its superior 
strength, we can use the most economical gauges of 
VISQUEEN film. 

“In-store breakage is negligible, thanks to the high im- 
pact strength of this material, and clarity is superb.” 


B. J. Redding 
Purchasing Agent 


NOTE: VISQUEEN film is specially formulated and manufac- 
tured for the needs of the candy manufacturer. VISQUEEN film 
is the polyethylene that’s quality controlled for uniform thickness 
from basic resins to finished product. VISQUEEN film is a product 
of pioneer polyethylene producers. 


Automatically—it’s VISQUEEN film! 


PLASTICS DIVISION 

6733 W. 65th St., Chicago 38, Illinois, Dept. MC 12 

In Canada: VISKING COMPANY DIVISION OF UNION 
CARBIDE CANADA LIMITED, Lindsay, Ontario. 


VISKING, VISQUEEN and UNION CARBIDE are registered 
trademarks of Union Carbide Corporation. 
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(Continued from page 22) 

Stripes: Good 

Flavors: Good 
Remarks: The best hard candy cuts at 

this price we have examined this year. 
REVIEW: We examine many hard can- 
dies over the year and find some very 
fine workmanship and containers. But 
in many samples we find very cheap 
imitation flavors. In hard candies, the 
flavors are most important. This sample 
of cuts had very fine flavors and the 
workmanship was also very good. 


Code 2K9 
Coconut and Nut Brittle 
1 Ib.—69¢ 
(Purchased in a fancy food shop, 
Chicago, III.) 

Sold in Bulk: 

Brittle: Coconut, peanuts, and pecans. 
Color: Good 
Texture: Good 
Coconut: Good 
Nuts: Good 
Taste: Good 

Remarks: The best brittle of this kind 
we have examined this year. Very 
good eating. Suggest a small amount 
of lemon oil be used. 

REVIEW: As a rule, coconut brittle is 
very hard. In this sample the nuts 
added gave a much improved flavor 
to the brittle and made it a far better 
eating piece. 


Code 2H9 
Peanut Brittle 
1 Ib.—43¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Good 
Box: Folding box, foil wrapped printed 
in brown and yellow, white and silver. 
Imprint of brittle in colors. 
Brittle: 
Color: Good 
Texture: Good 
Peanuts: Good 
Taste: Good 
Remarks: The best peanut brittle we 
have examined this year at this price. 
REVIEW: We examine many peanut 
brittle samples over the year but this 
peanut brittle was outstanding for 
quality and price. Some samples are 
priced from 69¢ to 85¢ and are no 
better than this sample at 1 pound for 
43¢, 





Code 2E9 
Milk Chocolate Coated 
Vanilla Cream Bar 
1% ozs.—10¢ 
(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Bar: Good 

Size: Small for a 10¢ seller. 

Wrapper: Inside foil wrapper, overall 
outside paper wrapper printed in red, 
blue and gold. 

Bar: 

Coating: Good 
Center: 
Color: Good 
Texture: Good 
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Taste: Good 
Remarks: A good eating bar but highly 
priced at 10¢ for 1% ozs. 
REVIEW: While this bar is highly 
priced, the quality is outstanding, also 
the workmanship. 


Code 3D9 
Chocolate Coated Caramel 
Pecan Candies 
12 ozs.—98¢ 
(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good 

Box: White box, two layer type, printed 
in brown and blue. Imprint of pieces 
on top in color. Cellulose wrapper. 

Appearance of Box on Opening: Good. 
Pieces are packed in a_ cardboard 
crate. 

Number of Pieces: 18 

Coating: Light 
Color: Good 
Gloss: Fair 
Taste: Good 

Center: 

Caramel: Good 
Pecans: Good 

Remarks: One of the best pieces of this 
kind we have examined for some time. 
Cheaply priced at 98¢. Neatly packed 
and attractive box top. 

REMARKS: This is a very fine eating 
piece. Similar samples we have ex- 
amined range from $1.50 to $1.75 a 
pound. This sample is as good and 
better than some of those we have ex- 
amined in the higher priced range. 


Code 3G9 
Chocolate Mint Creams 
% Ib.—59¢ 
(Purchased in a railroad station, 
Chicago, III.) 
Appearance of Package: Good 
Box: One layer type, acetate top. White 
paper inside printed in green and 
brown. 
Creams: 
Coatings: Dark: Good 
Center: Center is a peppermint cream 
and peppermint paste. 
Colors: Good 
Texture: Good 
Mint Flavor: Good 
Remarks: A good eating chocolate mint 
but a little high in price. 
REVIEW: While these mints are a trifle 
highly priced, the quality of the coat- 
ing and flavor was outstanding. 


Code 3H9 
Chocolate Mint Roll 
15% ozs.—10¢ 
(Purchased in a retail drug store, 
Oak Park, IIl.) 
Appearance of Package: Good 
Size: Good 
Wrapper: Green foil inside wrapper. 
White paper outside band, printed 
in red, green and brown. Imprint 
of mints in color. 
Piece: Piece is a shell piece with pepper- 
mint cream center. 
Coating: Good 
Center: Good 





Mint Flavor: Good 

Remarks: Neat and attractive wrapper. 
A good eating mint piece. 

REVIEW: The best mint roll piece we 
have examined this year, this sample 
was very made and had a fine mint 
flavor. 


Code 4C9 
Chocolate Coated Almond Crunch 
Bar 
% ozs.—10¢ 
(Purchased in a chain drug store, 
San Francisco, Calif.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Gold foil printed in pink and 
dark brown. 
Coating: Light: Good 
Center: 
Color: Good 
Texture: Good 
Nuts inside: Good 
Nuts outside: (Almonds) Good 
Remarks: The best almond butter crunch 
bar we have examined this year. 
REVIEW: We examine many crunch 
bars during the year. This bar was of 
the best quality, very tender, and had 
a good amount of almonds. It also had 
a good butter flavor. 


Code 4J9 
Chocolate Coated Chocolate 
Paste Bar 
3 for 20¢ (no weight stated) 
(Sent in for analysis) 

Appearance of Bar: Good 

Wrapper: Foil printed in blue and white, 
name in center. 

Coating: Light: Good 
Center: 

Color: Good 
Texture: Good 
Taste: Good 

Remarks: A very fine eating chocolate 
paste bar. 

REVIEW: This sample was very cheaply 
priced. It was the best of this kind 
we have examined this year. It had 
a very good coating and the center 
was very well made. 


Code 4M9 
Orange Marmalade Sticks 
6 ozs.—33¢ 
(Purchased in a chain drug store, 
Chicago, II.) 

Appearance of Package: Good 

Container. Oblong folding box, one lay- 
er type. White printed in orange and 
green. Imprint of sticks in color. Cel- 
lulose wrapper. 

Coating, Dark: Good 

Center: 

Color: Good 
Texture: Good 
Flavor: Good 

Remarks: The best orange sticks of this 
kind we have examined this year. 
Very good eating. 

REVIEW: We received only one other 
sample of orange marmalade sticks 
during the year. This sample was the 
best. It was well made and had a 
fine orange flavor. 
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225 Pops formed and wrapped per minute. *based on a 50-minute hour 
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M.F.P. STICK-MASTER 
(Patent Pending) 


wee” 





ae + 
Integrated Sizer & Twister with electronic speed control. LATIN! REVOLVING PAN 
Flexible — Diameters for all to 1%”; length from 4” to 16”. Bow! shape increases charges up to 15% D 
Productive — up to 1500 inches per minute. New—smaller stand with direct-motor drive 
Sanitary — Stainless steel finish — Candy always in sight. Precision-built for long service life 








HOHBERGER BALL MACHINE 


nm 
Sm FF KMODWAHMOR WAFARAF tA“ AME BDAA 





THE HOFFMAN CLUSTER MACHINE 











Only one operator required to produce up to 1,200 Ibs. per Asse 

@ Handles all free-flowing nuts. heer. Ren 
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152 West 42 Street New York 36, N.Y. a 
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chocolate Covered Nut chew Bar| QA WAGE LATEST FIRE MIXER 


1% ozs.—5¢ 
(Sent in for analysis) 
Appearance of Bar: Good MODEL S-48 
Size: Good " 2 
Wrapper: Glassine printed in red and Thermostatic Gas Control—Variable Speed 
white. 
Coating: Light; fair Oe | 
Center: ee 
Color: Good . Pe ott | 
Texture: Good 
Taste: Good 
Peanuts: Good 
Remarks: A very good eating chewy bar. 
Good size and should be a good 5¢ 
seller. 
REVIEW: Many chew bars are tough, 
hard and lack a good flavor. This bar 
was well made and had a good flavor. 





Code 6A9 
Assorted Chocolates 
1 Ib.—$1.45 
(Sent in for analysis) 
Appearance of Package: Good 
Container: One layer type box, oblong 
shape. Top printed in tan, dark brown 
and green. Colonial home printed in 
brown. M.S.T. cellulose wrapper. 
Appearance of Box on Opening: Very 
good 
Number of Pieces: 
Light Coated: 16 
Dark Coated: 19 
Coatings: 
Colors: Good 
Gloss: Good 
Strings: Good 
Taste: Good 
Dark Coated Centers: 
Hard Candy Blossom: Good 
Orange Cream: Good 
on Vanilla Caramel: Good PE * # 


Opera Cream: Good The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has 





anes 











4 Buttercream: Good 
; Nut Nougat: Good many new features and conveniences: 
j Coconut Paste: Good 
H Chips: Good , 
Nut Buttercream: Good Automatic Temperature Control 
Pink Cream: Could not identify flavor Variable Speed from 30 to 60 RPM 
gt oe Break-back within floor space 32” x 48” 
Vanilla Nut Caramel: Good Aluminum Base and Body Castings 
Chocolate Nut Paste: Good Atmospheric Gas Furnace with Stainless shell 
js emet 5p a ‘d Removable Agitator, single or double action 
Veuiiin thet Cetin Goad Stainless Cream Can and Stainless Drip Pan 
Nut Crunch: Good Copper Kettle 24” diameter 1212” deep or 16” deep 
Nougat: Good 
Raisin Cluster: Good ‘ " p 
Almond Cluster: Good You can save labor and obtain uniform batches by setting the thermostat for 
- Assortment: Good degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 
. gan gh yer ag ghee ymin peanut candies, fudge, nougat, gum work, and with double action agitator is 
¥ j this year. We have examined many , ideal for coconut candies and heavy batches. 
' other assorted chocolates at higher 
ut ; prices that were not as good as this 
j box of assorted chocolates. Suggest the ge tala 
flavor in the pink cream be checked Your inquiry invited 
aoe i up; a good cream but very weak in 
flavor. 


REVIEW: Of all the assorted chocolates 
ate yw, the ce “= | SAVAGE BROTHERS COMPANY 
standing. The assortment, packaging, 


quality and workmanship were of the 


best. 2638 Gladys Ave. Chicago 12, Ill. 
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Code 5A9 
Milk Chocolate Disc 
1% ozs.—10¢ 
(Purchased in a drug store, 
Oak Park, Il.) 
Appearance of Disc: Good 
Container: Disc is wrapped by machine 
in gold foil. 
Chocolate: 
Color: Good 
Gloss: Good 
Texture: Good 
Taste: Good 
Remarks: The best milk chocolate piece 
of this kind we have examined this 
year. 
REVIEW: This piece had an outstand- 
ing milk taste and the refining was 


very good. 


Code 4B9 
Chocolate Coated Rum Butter 
Cream Bar 
1 oz.—10¢ 
(Purchased in a chain drug store, 
San Francisco, Calif.) 
Appearance of Bar: Good 
Size: See remarks 
Wrapper: Foil printed in dark brown, 
gold and white. 
Coating: Dark: Good 
Center: 
Color: Good 
Texture: Good 
Taste: Very Good 
Walnuts: Geod 
Remarks: Two pieces on a boat, very 
slack packing as bar looks very large 
until opened. The best bar of this 
kind we have examined this year. 


REVIEW: The flavor in this bar was 
exceptionally good, a true rum flavor. 
Many rum flavored pieces we examine 
have a rank taste and some we cannot 
even eat. 

Code 6C9 
Buttercreams 
1 Ib.—$1.45 
(Sent in for analysis) 

Appearance of Package: Good 

Container: One layer type box, printed 
in yellow, brown and white. Imprint 
of lady and butter churn in colors. 
M.S.T. cellulose wrapper. 

Appearance of Box on Opening: See re- 
marks. 

Number of Pieces: 28 

Coating: Dark 
Color: Good 
Gloss: See remarks 
Strings: Fair 
Taste: Good 

Centers: Plain buttercream: Good 

Assortment: Poor 

Remarks: The best buttercreams we have 
examined this year at this price. Sug- 
gest some of the following centers 
be added to improve the assortment: 
raspberry, orange, coconut, chocolate, 
nuts. The consumer, as a rule, looks 
for an assortment of centers in a one 
pound box. Box made a poor im- 
pression on opening as a number of 
pieces were broken and fine pieces 
of chocolate were all over the box. 
Suggest a good divider be use to 
keep pieces in place. Have divider 
about 1/16 of an inch higher than 
the chocolates. 

REVIEW: This sample of buttercreams 


had “everything”; a very fine true 
butter flavor and well made cream 
centers. Most buttercreams have an 
imitation flavor and we find many 
that are rancid. 


Code 5J9 
Chocolate Covered 
Cordial Cherries 
8 ozs.—75¢ 
(Purchased in a department store, 
Chicago, Ill.) 

Appearance of Package: Good 

Container: Slip cover, box oblong shape, 
one layer type. Top white glazed pa- 
per printed in red and green. Imprint 
of cherries in colors. Bottom of box is 
red. Cellulose wrapper. 

Appearance of Box on opening: Bad, see 
remarks. 

Cherries: 11 cherries with stems. 
Coatings: Dark and light 

Colors: Good 

Gloss: Fair 

Taste: Good 
Center: 

Cordial: Very good 

Flavor: Good 

Remarks: The best cordial cherries we 
have examined this year. Three of the 
cherries were broken and the cordial 
was all over the box.. We know, how- 
ever, that it is almost impossible to 
ship this type of cordial cherries with- 
out some breakage. 

REVIEW: We examine many cordial 
cherries over the year and most of 
them lack a good cherry flavor. Many 
cherries have a strong bitter almond 
flavor. 

















Makers Z Wins Ore ‘ee 


NS CHOCOLATE COMPANY 
Buffalo 7, New York 


155 Great Arrow Avenue e 


Branches and Warehouse Stocks in... BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 
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Cede 5B9 
Chocolate Marshmallow Eggs 
5% ozs.—29¢ 
(Purchased in a drug store, 
Oak Park, III.) 

Appearance of Package: Good 

Container: Regular egg carton printed 
in purple, white and green. Overall 
print of rabbits and eggs in colors. 

Eggs: 

Coating: Dark: Good for this priced 
package 

Center: 

Color: Good 
Texture: Good 
Taste: Good 

Remarks: The best chocolate coated 
marshmallow eggs we have examined 
this year at this price. 

REVIEW: Most marshmallow eggs we 
find are tough, chewy and lack a good 
flavor. This sample was very good 
eating and had very good flavor and 
coating. 





Code 6H9 
Chocolate Nut Fudge 
10% ozs.—39¢ 
(Purchased in a food shop, 
Oak Park, IIl.) 

Appearance of Package: Good 

Container: Oblong box, one layer type. 
Overall foil wrapper printed in red, 
blue, brown and white. Imprint of 
fudge in colors. 

Appearance of Box on Opening: Good 

Number of Pieces: 12 

Milk Chocolate Coating: 

Color: Good 
Gloss: Good 
Strings: Good 
Taste: Good 

Center: Chocolate nut fudge 
Color: Good 
Texture: Good 
Nuts: Good 
Taste: Good 

Remarks: The best chocolate coated 
walnut fudge we have examined this 
year in this price field. Very well 
made fudge and good eating. Neat 
and attractive foil wrapper. 

REVIEW: This sample of fudge was out- 
standing at this price. A real old fash- 
ioned fudge, it had a very good tex- 
ture and a good chocolate taste. Many 
fudge samples we. examine are tough, 
hard and lack a good flavor. 


Code 5D9 
Hollow Milk Chocolate Lamb 
3 0zs.—59¢ 
(Purchased in a drug store, 
Oak Park, Ill.) 
Appearance of Package: Good 
Container: Folding open top box printed 
in yellow, green, purple and white. 
Cellulose window. 
Lamb: 
Chocolate: Good 
Molding: Very good 
Gloss: Good 
Taste: Good 
Remarks: The best molded piece of this 
kind we have examined at this price. 
A very good container. Lamb was in 
place and in very good condition. 
REVIEW: The packaging of this piece 
was the very best. The quality of the 
chocolate was far better than we find 
in most chocolate molded pieces. As 
a rule, the chocolate used in molded 
pieces of this type is of the cheapest 


kind. 





Code 9F9 
Iced Jellies 
11 ozs.—29¢ 
(Purchased in a chain grocery store, 
River Forest, Ill.) 

Appearance of Package: Good for this 
priced confection. 

Container: Cellulose bag, paper clip on 
top printed in red. 

Jellies: 

Icing: Good 
Colors: Good 
Texture: Good 
Flavors: Fair 

Remarks: One of the best iced jellies 
at this price we have examined this 
year. 

REVIEW: We find many packages of 
jellies that are not jellies but soft 
starch gums. This sample of jellies 
contained real jellies and they were 
of the best quality. 


Code 9G9 
Coconut Fudge Bar 
15% ozs.—5¢ 
(Purchased in a chain variety store, 
Oak Park, Ill.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Cellulose wrapper printed in 
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brown, pink and white. Imprint of 
open coconut in color. 

Bar: 

Color: Good 
Texture: Good 
Coconut: Good 
Taste: Good 

Remarks: The best 5¢ coconut fudge 
bar we have examined this year. 
Well made and good eating. 

REVIEW: This fudge bar was a real 
old fashioned fudge, very good eating 
with soft coconut. We find the coco- 
nut in many of these pieces is often 
very hard and dry. 


Code 9B9 
Panned Chocolate Mints 
% OzS.—5¢ 
(Purchased in a drug store, 
Oak Park, Ill.) 
Appearance of Bar: Good 
Size: Good 
Container: Glassine tube printed in yel- 
low, green, brown, red and white. 
Piece: Piece is a small panned choco- 
late disc. 
Colors: Good 
Finish: Good 
Panning: Good 
Center: 
Color: Good 
Texture: Good 
Flavor: Good 
Remarks: A very good eating confec- 
tion. Should be a good 5¢ seller. 
REVIEW: There are a number of this 
type of confection on the market but 
very few are good ones. The coatings 
are anything but chocolate and the 
centers lack flavor and are hard. 
These mints were very good eating 
and of very good quality. 


Code 10F9 
Salted Nuts 
4 ozs.—39¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 
Sold in Bulk: Red folding box used. 
Nuts: Assortment included blanched al- 
monds, filberts, brazils, cashews, and 
pecans. 
Roast: Good 
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Texture: Good 
Salting: Good 
Taste: Good 
Quality of Nuts: Good 
Remarks: The best salted nuts we have 
examined this year at this price. 
REVIEW: These salted nuts were well 
roasted, very brittle and the right 
amount of salt was used. Many salted 
nuts we find are soft, some are rancid 
and some are over salted. 


Code 8A9 
Summer Assortment 
1 Ib.—$1.30 
(Purchased in a retail candy shop, 
San Francisco, Calif.) 
Appearance of Package: Good 
Container: Long, oblong box, one layer 
type. Embossed white paper top, name 
and crest embossed in gold, red and 
blue. Outside white paper wrapper, 
gold seals on ends. 
Appearance of Box on Opening: Good 
Assorted Unwrapped Caramels: Good 
Fudge Pecan Slices: Good 
Bon Bons: 
Coating: Good 
Colors: Good 
Gloss: None 
Strings: Good 
Centers: Good 
Assorted Jumbar nougatines: Wax paper 
wrappers: Good 
Nut Butter Crunch: Good 
Coffee Toffee: Assorted colored foil 
wrappers: Good 
Assortment: Good for summer candies. 





Remarks: The best summer assortment 

at this price we have examined this 
year. Very good quality and work- 
manship. Neatly packed. 

REVIEW: Many summer assortments 
that we have examined have pieces 
in them that do not stand up; they 
dry, become hard and rancid. A sum- 
mer assortment should be carefully 
planned to keep its quality during the 
hot weather. 


Code 10K9 
Salted Toasted Peanuts 
9%2 ozs.—85¢ 
(Purchased in a chain food store, 
Chicago, Il.) 

Appearance of Package: Good 

Container: Glass jar, screw cap, vacuum 
packed. Red cap printed in white. Red 
paper label on jar printed in white 
and blue. 

Peanuts: These peanuts are not roasted 
in any type of fat or oil. 

Roast: Good 
Salting: Good 
Texture: Good 
Taste: Very good 

Remarks: A very fine eating salted pea- 
nut. They are very different from the 
regular salted peanut. They should be 
good sellers. 

REVIEW: These salted peanuts are dif- 
ferent than oil roasted peanuts and 
have an entirely different taste. They 
were very good eating salted peanuts. 
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Code 8F9 
Butter Mints 
1 Ib.—$1.40 
(Purchased in a department store, 
Los Angeles, Calif.) 
Appearance of Package: Good 
Container: Large square folding box 
printed in green, white and gold. Im- 
print of mints in colors. Round tin 
box, friction top printed in green, 
white and gold. 
Appearance of Tin on Opening: Good 
Mints: 
Colors: Good 
Texture: Good 
Flavor: Good 
Remarks: One of the best butter mints 
we have examined this year but high- 
ly priced at $1.40 the pound. 
REVIEW: This type of confection has 
become very popular. We find very 
few good samples. Many have a strong 
imitation flavor and are hard. We also 
find some that have little or no flavor. 


Code 8D9 
Home Made Candies 
14 ozs.—$1.50 


(Purchased in a department store, 
San Francisco, Calif.) 

Appearance of Package: Fair 

Container: Oblong box, one layer type. 
Top printed in red, blue and white. 
Imprint of girl in colors. Cellulose 
wrapper. 

Appearance of Box on Opening: Good 








All America Loves 





Chocolate Improved 


i Ox ; 


with MIL-LAIT- 


ENZYME MODIFIED WHOLE MILK POWDER 
Adds *'Sell’’—because It’s Distinctively Different 


MIL-LAIT gives your milk chocolate and other chocolate products 
the "million dollar’ flavor that places you in a sharp competitive 
position. MIL-LAIT is an enzyme modified 28'/.% butterfat whole 
milk powder developed from a scientifically controlled lipase enzyme 
system This scientific laboratory control in turn gives you positive 
flavor control in your product Only a small amount of MIL-LAIT 
replacing part of your regular supply of normal milk powder makes 
a "world of difference’’ in final flavor. 


Direct Service and Technical Assistance 
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Number of Pieces: 

Bon Bons: 8 

Cellulose Wrapped Nougats: 2 

Cellulose Wrapped Caramels: 6 

Kernel Paste Strawberry: 1 

Gum Drop: 1 

Fruit Slices: 2 

Chocolate Coated Cream Peppermints 
Rolled in Nonpareils: 2 

Large Piece of Nut Butter Crunch 
in Gold Foil: 

Fudge Pecan Slices in Green Foil: 

Assortment: Good for a summer assort- 
ment 

Remarks: Top of box is not up to the 
standard of other boxes we have ex- 
amined in this price field. Suggest 
some type of a summer scene. All 
pieces were well made and good eat- 
ing. 

REVIEW: These home made candies 
were highly priced but of the best 
quality. They were very fine eating 
pieces in a neat and attractive box. 


Code 9D9 
Caramel Peanut Nougat Bar 
2 ozs.—d¢ 
(Purchased in a chain variety store, 
Oak Park, Ill.) 
Appearance of Bar: Good 
Wrapper: Glassine wrapper printed in 
purple, yellow and white. 
Bar: 
Coating: Light: Good 


Center: A light chocolate nougat, lay- 
er of caramel and peanuts. 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: The best 5¢ bar of this kind 
we have examined this year. 
REVIEW: A large bar for a 5¢ seller 
and of very good quality, this sample 
was very good eating. 


Code 11L9 
Peppermint Sugar Mints 
1% ozs.—5¢ 


(Purchased in a drug store, 
Chicago, III.) 

Container: Folding box, end fill. Print- 
ed in green and white. Cellulose 
wrapper. 

Mints: 

Color: Good 
Texture: Good 
Peppermint Flavor: Good 

Remarks: There are a number of mints 
like these on the market but we 
think these mints are the best. Many 
of the others are too hard and most 
lack a good peppermint flavor. Also, 
some are off color. 

REVIEW: Flavor in this type of con- 
fection is most important. A number 
of mints we find have a menthol fla- 
vor. Again the texture was very good; 
not too hard. 


Code 10M9 
Coconut Slice 
15% ozs.—5¢ 
(Purchased in a drug store, 
Oak Park, Ill.) 

Appearance of Bar: Good 

Size: Good 

Wrapper: Cellulose wrapper printed in 
brown and white. 

Slice: Slice has three colors: yellow, 
white and red. 

Colors: Good 
Texture: Good 
Coconut: Good 
Taste: Good 

Remarks: One of the best coconut bars 
of this type we have examined this 
year. 

REVIEW: Many coconut slices we find 
are dry and hard and many contain 
a small amount of coconut, the bal- 
ance some kind of cereal. 


Code LLE9 
Milk Chocolate Panned Drops 
1 Ib.—79¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good for this 
type of confection 
Container: Folding box, end fill. Print- 
ed in buff, brown, white and red. 
Imprint of pieces in colors. 
Drops: 
Finish: Good 
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Stents Batch Roll 
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A Rationally Priced-Batch Roller 


e@ Main drive in oil 
Operative from either side 
@ Reversing rollers 

Up to 110 |b. batches 


Manual elevation 


Motorized elevation 


Prices are duty paid, f.o.b. Pier, New York, N. Y. 


$1875 
$2250 





90-400 Ibs/hr, 


Fool-proof Tempering 
for molding, enrobing and hand dipping 


Available in five different sizes 
300-1100 Ibs/hr, 
800-3300 Ibs/hr 


Certain models handle chocolate with nuts, raisins or cereal. 


550-2200 Ibs/hr, 
1000-4400 Ibs/hr 





Rasch Tempering Machine 





John Sheffman, Inc. 





152 West 42nd Street 
New York 36, New York 


Representatives 


New York 13, New York 


T. C. Weygandt Co. 
165 Duane Street 
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Panning: Good 
Colors: Good 
Center: Chocolate: very good 
Remarks: One of the best pieces of this 
kind we have examined this year. 
This package would be a “natural” 
for Halloween with a Halloween cellu- 
jose band which could be removed 
if any of the packages were left over. 
REVIEW: Most panned pieces of this 
kind do not have a good chocolate 
coating and also lack a good choco- 
late taste. This sample had a very 
good coating and a good chocolate 
taste. 


Code 11C9 
Butterscotch 
1 Ib.—79¢ 
(Purchased in a department store, 
Chicago, IIl.) 

Sold in Bulk: Each piece is wrapped 
in gold foil, name embossed on foil. 
Piece is a hard butterscotch. 

Butterscotch: 

Color: Good 
Texture: Good 
Flavor: Good 

Remarks: The best butterscotch of this 
kind we have examined this year. 

REVIEW: We find most butterscotches 
have a rancid or imitation butter taste. 
This sample had a true butter taste. 
We also find samples that contain a 
very strong salt taste but no butter. 


Code 9E9 
Caramel Bits 
1% ozs.—S¢ 
(Purchased in a chain variety store, 
Oak Park, IIl.) 
Appearance of Package: Good 
Container: Glassine paper tube printed 
in yellow and red. 
Piece: Light coated panned caramel 
drops. 
Coating: Good 
Center: 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: A good eating piece; should 
be a good seller at 5¢ for 1% ozs. 
REVIEW: Most panned caramels are 


tough, many are hard and of cheap 
quality. This sample was very ten- 
der and had a very good caramel 
taste. 


Code 10H9 
Jelly Beans 
1 Ib.—29¢ 
(Purchased in a chain department store, 
Chicago, Ill.) 
Appearance of Package: Good 
Container: Cellulose bag printed in red 
and yellow. 
Jelly Beans: Orange and black 
Colors: Good 
Finish: Good 
Panning: Good 
Texture: Good 
Flavors: Good 
Taste: Good 
Remarks: Good eating jelly beans; should 
be a good seller at 29¢ the pound. 
Suggest at least two colors be added. 
REVIEW: These jelly beans were very 
well made and the flavors were good. 
We find many jelly beans with thick 
coatings and tough tasteless centers: 


Code 10E9 
Burnt Peanuts 
12 ozs.—29¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Fair 
Container: Cellulose bag, paper seal on 
top printed in red, white. 
Peanuts: 
Color: Good 
Finish: Good 
Jacket: Good 
Roast on Peanuts: Good 
Taste: Good 
Remarks: A good eating burnt peanut. 





All subscribers are entitled to 
send samples of their candy to 
the Candy Clinic for analysis and 
report. Address duplicate samples, 
with approximate retail price, to 
The Candy Clinic, c/o The Manu- 
facturing Confectioner, 418 N. Aus- 
tin Blvd., Oak Park, Illinois. 











Suggest bag be printed to improve the 
appearance. 

REVIEW: Most burnt peanuts have a 
thick hard coating and in others we 
find the peanuts are soft. These burnt 
peanuts had a very thin brittle coat- 
ing and the peanuts were well roasted. 


Code 11B9 
Halvah 
6 ozs.—25¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good 
Container: Round tin can, key opener. 
Printed in lavender, yellow and brown. 
Halvah: Contained almonds, chocolate 
Color: Good 
Texture: Good 
Taste: Good 
Almonds: Good 
Remarks: The best Halvah we have 
examined. Very good eating and 
cheaply priced at 25¢ for 6 ozs. 
REVIEW: We do not get many samples 
of this type of Halvah. This sample 
was well made and different than 
most Halvah samples we have re- 
ceived. It also had a very good flavor. 


Code 11H9 
Hallowe'en Assorted Buttercreams 
1 Ib.—29¢ 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Good 

Container: Cellulose bag printed in or- 
ange and white. 

Buttercreams: 

Colors: Good 
Finish: Good 
Texture: Good 
Molding: Good 

Remarks: The best buttercreams of this 
type we have examined this year in 
this price field. 

REVIEW: While this type of butter- 
cream is in the cheaper class this 
sample was outstanding at the price 
of 29¢ the pound. Very good quality 
and workmanship. 
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NEWSMAKERS 


Mr. Arch Payne, 60, assistant vice president of 
Florasynth Laboratories, died suddenly on October 
29th while on a business trip in Richmond, Virginia. 
Mr. Payne had been appointed to his position earlier 
this year. 

Jim Flynn has been transferred from the Cleveland 
office of The Nestle Company to their Chicago office 
where he will be associated with John Clarke. 





This is the Foote & Jenks plant in Jackson, Michi- 
gan as it looks seventy five years after the founders, 
Charles E. Foote and Charles C. Jenks pooled their 
modest savings to open a retail drug store. The two 
men found their interest to lie in experimental work 
rather than retail sales and accordingly set-up the firm 


of Foote & Jenks, Inc. to manufacture perfume and 
flavors. The firm now serves accounts in the ice cream, 
confectionery, drug and soft drink fields, in 47 states. 














FOR COOLING SLABS « BAND OVENS « 
BELTS « TRAYS + PANS 


CONFECTO GREASE” 


e CONTAINS NO MINERAL OIL, NO 
ANIMAL FATS 


DOES NOT TURN RANCID 


@ ECONOMICAL TO USE 


EASILY APPLIED — CAN BE SPRAYED 


For more information about CONFECTO GREASE® write to 


International Foodcraft Corp. 


184 North 8th Street Brooklyn 11, New York 





Available soon! 
CHOICE CONFECTIONS 


(Second Printing) 
by Walter Richmond 


* 


The second printing of this popular book written 
primarily for the manufacturing retailer will be 
completed in January, 1960. 365 formulas are in- 
cluded in this book. Two batch sizes—one for 
hand work and one for machine work—are given. 
A glossary of both candy and chemical terms is 
included. There is a complete chapter on chocolate 
which will help you to buy coatings intelligently 


and use them to best advantage. 


* 


Mr. Richmond has been working in the candy 
field for the past forty years in some of the finest 
candy plants in the country, both wholesale and 
retail. His vast experience is available to you for 
only $10.00 in this book which has proven itself 
indispensable to hundreds of retail confectioners 
all over the country. You may order your copy 


now for delivery in January. 


* 


Fill out and mail to us the: coupon below. 














BOOK ORDER 


The Manufacturing Confectioner Pub. Co. 
418 N. Austin Bivd. 
Oak Park, Illinois 





Please send copy (copies) of Walter Rich- 
mond’s book, Choice Confections: Methods and 
Formulas for which I enclose ___--_-__-_.._ ($10.00 
per copy) 


Name 





Position —— 
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the “12” line 
imitation 
concentrated 
CANDY 
FLAVORS 


Thirty-two 

wholesome flavors... 
from Apple through 
Walnut ...a solid line of 
good taste and aroma. 
Choose and use 

with confidence... 
Strawberry * Peach * Tutti 
Fruitti ° Walnut * Grape 

* Raspberry * Cherry and 
other flavorful favorites 


...-and when 
it comes to 


Chocolate 
flavoring, 


try PURE VANILLA 










CONCENTRATE 10X 
*PLANIFOLINE 10X 


*PROTOVANOL “C” 


(coumarin replacement) 

*CHOCOLATONE 
all created to improve, enhance and 
sell your finished chocolate products 


P * Artificial flavor 


LABORATORIES, INC. 
EXECUTIVE OFFICES: 


900 VAN NEST AVE. «+ (BOX 12) «¢ NEW YORK 62,N.Y 
CHICAGO 6 « LOS ANGELES 21 


BOSTON « CINCINNATI « DETROIT 
NEW ORLEANS « ST. LOUIS « SAN FRANCISCO « DALLAS 


Florasynth Labs. (Canada Ltd.) « Montreal + Toronto « Vancouver « Winnipeg 
Agts. & Dist. in Mexico: Drogueria & Farmacia Mex. S. A., Mexico 1, D. F. 


Sales Offices in Principal Foreign Countries 




















CALENDAR 


December 10 & 11; WCSA, convention and annual 
meeting, LaSalle Hotel, Chicago. 


December 12; Carolina Confectionery Salesmens’ Club, 
luncheon meeting, S & W Cafeteria, Charlotte, N. C. 


December 12; Kansas City Candy Club, luncheon 
meeting, Town House Hotel, Kansas City, Kansas. 


December 19; Los Angeles Confectionery Sales Club, 
special meeting, Statler Hotel, Los Angeles, Cali- 
fornia. 


December 21; Confectionery Salesmens’ Club of Phil- 
adelphia, 1:30 P.M. meeting, 2601 Parkway, Phil- 
adelphia, Pa. 

December 26; Southwestern Candy Salesmens’ Club, 


luncheon meeting, Sammy’s Oak Lawn Restaurant, 
Dallas, Texas. 


December 26; Gopher Candy Club, luncheon meeting 
12:30 P.M., Normandy Hotel, Minneapolis, Minn. 


1960 


January 1; St. Louis Candy Sales Association, 7:30 
P.M. meeting, Congress Hotel, St. Louis, Mo. 


January 4; Retail Confectioners of Philadelphia, 6:30 
P.M. meeting, Dairy Maid Restaurant, Germantown 
Ave., Philadelphia, Pa. 


January 4; Denver Mile Hi Candy Club, breakfast 
meeting, 7:30 A.M., Denver Athletic Club, Denyer, 
Colo. 


January 8; Los Angeles Confectionery Sales Club, 12:00 
noon meeting, Roger Young Auditorium, Los An- 
geles, Calif. 


January 10-14; Boston Candy Show, Statler Hotel, 
Boston, Mass. 

January 17-21; Philadelphia National Candy Show, 
Benjamin Franklin Hotel, Philadelphia, Pa. 

January 24-26; NCWA, Western candy show and con- 
vention, Mark Hopkins Hotel, San Francisco, Calif. 


March 9-11; Western Candy Conference, Claremont 
Hotel, Berkeley, Calif. 


April 27-29; PMCA, 14th annual production conference, 
Franklin & Marshall College, Lancaster, Pa. 


April 20-27; Interpack, 2nd international packaging 
exhibition, Dusseldorf, Germany. 

May 1-4; Flavoring Extract Manufacturers’ Associa- 
tion, 51st annual convention, Hershey Hotel, Her- 
shey, Pennsylvania. 


June 5-9; National Confectioners Association, 77th an- 
nual convention, Philadelphia, Pennsylvania. 


June 9-12; New York Candy Club & Metropolitan 
Candy Brokers Assn., 5th annual candy show, Trade 
Show Building, New York City. 


July 10-13; SWTCA, convention, Dinkler Plaza Hotel, 
Atlanta, Ga. 


July 30-August 4; NCWA, 1960 convention, Sheraton- 
Park Hotel, Washington, D. C. 
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Putnam Pantry Sugar Mints 


BY JOHN LEwIs 


Head Candymaker, Putnam Pantry Candies 


Formula: 


16 pound batch takes: 
8 pounds sugar 
1% quarts water 
8 pounds powdered sugar 


Procedure: 


The ever-popular sugar mint offers a variety of 
ideas for attracting the customer’s glance, and we 
are especially pleased with our black mint, which 
we flavor with anise. Others may use licorice if 
they prefer. It is spicy, has a good sheen, and it 
combines effectively with all the other colors. We 
make a mint sandwich using the black anise mint 
for one side, white or colored mints for the other 
side, with white or dark chocolate coating as filling. 
A tray of these is an eye-catcher. 

We cook the sugar and water to 232°F., and then 
add powdered sugar until the mixture is thick, 
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coloring and flavoring to suit. When it begins to 
harden so that we cannot drop the mints, we use 
the balance of the batch in molds. The red, for 
instance, goes into our lobster molds. 

The girls put flowers or faces or any designs 
appropriate to the occasion on some of the mints. 

Then we make a “Button Mint” in pastel colors 
that is smaller, (one-half inch in diameter), and 
somewhat thicker than the usual flat dollar size 
mint. We dip one mint in dark (or white) chocolate 
and while the chocolate is soft we place another 
similar mint on top, undipped. A plate of these in 
white, pink, green and yellow will create an impulse 
to add just one more item to the candy lover’s 
purchase. 

We have a two-shelved glass topped table promi- 
nent in the store for displaying our sugar mints, and 
near the cash register by the front entrance we 
have a small counter where they can be bought 
already packaged. 











A Giant Step in Automation 





“STAGGERED ROW” 
DEPOSITING SYSTEM 


_ 105 trays — 





Va 





| | 


any 
I} 


rn 
MT 


} 














The “STAGGERED ROW” 
DEPOSITING SYSTEM 
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@ Saves floor space 
@ Saves labor 


© More pounds of candy per tray with the same 
amount of labor. 


© More centers per pound of starch. 

© More centers for each stroke. 

© More trays per minute with the same number 
of strokes. 

@ Less strokes required per tray. 

© Reduces amount of starch required. 

© Reduces the number of starch trays required. 


Same Amount 
of Centers 
in each Group 
of Trays! 


are now operating. 


New... Patented ... High Production 


“STAGGERED ROW” 
DEPOSITING SYSTEM 


A revolutionary labor-saving and 
space-saving concept in depositing 
... embodying an ENTIRELY NEW 
POSITIVE DISPENSING MECHANISM. 
This spectacular achievement can be 
installed on the Depositor which you 


STANDARD PUMP BAR | 
150 trays 
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@ Less starch drying capacity required. 


© Total amount of centers per square foot of 
floor space is tremendously increased. 


® Tailings eliminated. 

© Micro-accurate weights of centers. 
© Pinpoint detail in moulding. 

© Smoother operation. 


@ Added years of operation on your Mogul 
equipment. 


“ IWAMPIONWAIO “Bee 
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EQUIPMENT CORPORATION 





153-157 Crosby Street 
rk_12, New York 


167 North May Street 
Chicago, Illinois 


© Reduces tray investment ® Increases production 
¢ Reduces operating costs 
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THE MANUFACTURING CONFECTIONER’S 


CLEARING HOUSE 








Address replies to box number, c/o The Manufacturing Confectioner 
418 N. Austin Bivd., Oak Park, Illinois 





MACHINERY FOR SALE 








FOR SALE 


Bonus Cluster Machine 

Model K #3 Savage Fire Mixers. 

20 gal. & 50 gal. Model F-6 Savage 
Tilting. Mixers, copper kettle. 

200 Ib. Savage Oval Top Marshmal- 
low Beaters. 

Cut-Rol Cream Center Machines. 

Triumph Candy Depositor 

Bostonian Friend Hand Roll Machine 

50” two cylinder Werner Beater. 

1000 Ib. Werner Syrup Cooler. 

150 lb. to 500 Ib. Chocolate Melters 

24” and 32” N.E. Enrobers. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

Savage Cream Vacuum Cooker. 

600 Ib. Continuous Vacuum Cooker. 

Form 3 Hildreth Pullers. 

6’ and 7’ York Batch Rollers. 

National Wood Starch Buck. 

National Steel Starch Buck 

Bausman Twin Disc Refiner Unit. 

Ball and Dayton Cream Beaters. 

30 Gal. Stainless draw off 
jacketed kettles. 

350 Ib. cap. Resco chocolate melt- 
ing and tempering kettle. 

Savage and Racine Caramel Cutters 

We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Iil. 


steam 











One Friend hand roll machine, $150 

(late model). 2 dies, good working 
order. Paid $225. One S.S. candy scale. 
Weighs from % oz. to 5 lbs., $35 or 
make offer. Box 1291, The MANUFAC- 
TURING CONFECTIONER. 


3 new Greer 500# steel water jacketed 

melting kettles complete with gear 
head motor drive, standby electric emer- 
sion heaters. Will sell individually or in 
lot at reduced prices. Box 1191, The 
MANUFACTURING CONFECTIONER. 


Simplex fondant equipment, two-way tilt 
Vacuum cooker with two 5’ ball beat- 
ers, Racine stick machine, Hayssen 7-17. 
Box 1295, The MANUFACTURING 
CONFECTIONER. 
Racine EP sucker machine, Wrap-Ade 
pop wrapper, Hayssen 5-9 wrapper, 
Hohberger continuous hard candy cooker, 
GD twist wrapper (Supermatic). Box 
1296, The MANUFACTURING CON- 
FECTIONER. 


Latini supplementary steamer, instant 
fondant machine, Lynch wrapper with 
roll-card feed, Hansella 4-stage sizer, 
FA2-Q wrapper. Box 1297, The MANU- 
FACTURING CONFECTIONER. 
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For sale or lease: New hard candy 

whistle machines. Production capacity 
approximately 5,000 per hour. High 
profit item. Price $5,000 includes 17 foot 
cooling tunnel, 50% down with order 
balance on delivery. Equipment also 
available on lease basis. Box 1298, The 
MANUFACTURING CONFECTIONER. 


2 new Greer 16” automatic feeders com- 

plete with individual variable speed 
drive for shaker bars, feed board, belt 
and three sets of aligning bars. Bargain 
priced. Box 1192, The MANUFACTUR- 
ING CONFECTIONER. 


For sale: Simplex gas-fired vacuum cook- 

er; 3 ft., 4 ft., 5 ft. cream beaters; 
50 to 300 lb. chocolate melters; gas 
stoves; cut roll cream center machines; 
pulling machines; York batch rollers; 
steam jacketed agitating kettles; water 
cooled slabs; marbles; Hobart & Reed 
vertical beaters; copper kettles; guillotine 
caramel cutting machine and other items. 
You will find it worth while to check our 
prices first. S. Z. Candy Machinery Co., 
1140 N. American St., Philadelphia, Pa. 


Smith enrober, 10 inch. Will sacrifice. 

Complete with cooler and tunnel. In 
operation at present. Philadelphia area. 
Box 1194, The MANUFACTURING 
CONFECTIONER. 














MACHINERY WANTED 











Wanted: One model no. 248-C 18” Bauer 

peanut butter mill, complete with mo- 
tor, and one model no. 305-1 Bauer 
metering unit complete with tank, mo- 
tor, and pump. Advise age, serial num- 
ber, condition and send complete de- 
scription with best price. Address reply 
to Box 529, Suffolk, Virginia. 





HELP WANTED 











Experienced foreman candymaker, hard 
and chewy type centers, caramels, 
wafers, hand rolled creams, cast creams, 
enrober. Write C. W. Craig’s, Inc., 6 E. 
Washington St., Indianapolis, Indiana. 





Candymaker — twenty five years manu- 

facturers of famous Peggy Ann kitchen 
fresh candy desires all around experi- 
enced candymaker. Specialty old fash- 
ioned creme’s, fondant & Friend hand 
roll pieces. This is a year around opera- 
tion. “No hot weather lay off.” Two 
weeks paid vacation and other benefits. 
Ideal living conditions. Send letter giv- 
ing age, experience, references as soon 
as possible. Peggy Ann Fine Candies, 
620 Second Avenue, Des Moines 9, Iowa. 





SITUATION WANTED 


Experienced candy & food technologist, 

having covered all phases of produc- 
tion of confectionery, as well as other 
food products, wishes position to fully 
use his experience and ability. Box 1292, 
The MANUFACTURING CONFEC- 
TIONER. 

















LINES WANTED 


Desirous of representing quality product 

in Eastern New York State and/or 
Western Massachusetts and Connecticut 
on brokerage basis. Traveled New York 
State and New England as divisional 
sales manager for nationally known com- 
pany for number of years. Excellent 
contacts with major food chains, confec- 
tionery jobbers and related merchandis- 
ers. P. O. Box 254, Delmar, New York. 








a. 


WILL BUY. 


Any kind of inedible cocoa 
residues, such as cocoa shells, 
cocoa dust, expeller cake, 
powder, coating, liquor, butter, 
or any fat-containing material. 


(ESTABLISHED 1873) 


pcdward Vicherson, 


1400 SOUTH PENN SQUARE, PHILADELPHIA 2, PA. 








PHONE: LOcust 4-5600; TELETYPE PH109 


WIRE FORMS: RACKS 
WIRE DISPLAYS: 


Mad: t ype ficati 


Fastorm Wire Diviston 


6171 Carnegie Ave @ Cleveland 3, Ohio 








Notable German firm well ac- 
quainted for more than 75 years 
with food industry, having effi- 
cient sales organization throughout 
Western Germany, wants sole dis- 
tributorship of American firm for 
relevant products. 


Box 1294, The MANUFACTUR- 
ING CONFECTIONER 





























Brokers wanted. Now taking applications 

MISCELLANEOUS for all territories, brand new line of a 

lollypops available after January first. If -] 4 “§ TA Ncase 

you do not have a pop line and are look- ‘ ra 

Production and sales executive wishes to ing for something different, your replies EGINPRENT 
contact an aggressive candy manufac- will be considered and held in strict con- 

turer with national distribution. Have fidence. Pops Galore Co., 1118 South 

available for the right ‘company out- Akard, Dallas, Texas. 

standing candy trademark registered U.S. 

patent office, and the results of 20 years 

experience in the hard candy 5 and 10 COCOA CAKE g MODEL 55--55 GAL 

cent roll package field. Experience cov- COCOA POWDER 4 a Bl (Covers available) 

“rs everything i luction and sales $ 

ers everything in production and sales Pelolotey -a-1th maa: ‘ 


with a leader in this specialty field. Box A 
1293, The MANUFACTURING CON- Buy or Sell z EQUIPMENT 
FECTIONER. : RUGGEDLY CONSTRUCTED FOR LIFE TIME WEA 
J ; FULLY APPROVED BY HEALTH AUTHORITIE 
j/ Se rdé Wj fy rec Manufactured by 

Cellophane — Save up to 10%. 450MST -—- The Standard Casing Co., Inc. 

rolls, sheets. Box 1193, The MANU- ‘ brn QUARE, PHILADELPHIA: 2, PA 121 Spring St.. New York 12, N.Y 
FACTURING CONFECTIONER. 4-5600; TELET 09 


























ALWAYS AT YOUR SERVICE 





COCOA BROKERS 


TY SYA seer 


Write to-day for samples and prices to:- 


etal 
In Cocoa Since 1899 
Ready-cut for panning. it. 
easy, economical way to make EMIL PICK co 
your own licorice mene’ ay ° 





COCOA BEANS - COCOA BUTTER 


c.W.S LTD., EXPORT DEPT. Cocoa and Chocolate Products 














P.O. BOX 53, MANCHESTER 4, ENGLAND 





Since 1884, our business has operated on 
the premise: when it comes to quality, 
people mean more than machines. 


For experience has taught us that, no matter 
how fancy and new-fangled your machinery 
(ours is!), it takes skilled people—people 
who care—to put the final touch to quality. 
Maybe that’s why so many of you have 
come to count on us for truly fine choco- 
late products. 


our diamond anniversary yeor 


ey 


Wilbur Chocolate Co. 


Lititz, Pennsylvania 









































FOR SALE PIECEMEAL , : — | 
Modern, Late style vas seamed Ne 


tional Equipment 


in a M-100 Mogul, with 
he — D-100 Depositor, 
: ‘e >! Stainless Steel Hop- 
. ed ~ per, Hydro-Seal Sil- 


vertone Pump Bars, 


pane we 
= , x Cnn AB 

direct from floors of J “ 
=) ore 
| WELL KNOWN FOOD Ol eee 
ana tr ‘47+ # 2-Ball 5 ft. Cream 
MANUFACTURING PLANT pe Sw 
located in Ohio Scent 
andy AL OPPORTUNITY - = is 





f : Hayssen Model 
anutacturing 66L Wrapper, 


)peration Only the 2nd M-100 Mogul — Serial No. 


: . offered for resale 12170, less 
iscontinued dest ae 


within the last 10 years! old 


This M-100 Mogul is just like new, having been 
operated as a test plant for only a couple of years 
with only 1,000 trays available — by an AAA1 food 


quipment company. ne 

wer . . ’ tie ||SCSC™”””STC a) «Walter Hoerte! 
rice e Equipment just taken out of operation and Mh 4 at Co. No. 214 
ery Low is still set up in original position. | | ff “a hag Fumigating 
: e Equipment was well maintained Hi )) Chamber fo: 
or Quick and is in excellent operating fii H ‘| 6,000 Ibs. of 

emoval condition. NM ema | nuts. 
LF ety | e These offerings -===s “ 
a H are subject to 

prior sale. 








W. C. Smith 1¢ 
inch Enrober 
Feeding Con 


wvage Model F-6 50-gal. Gordon H. Wilcox W. C. Smith Caramel Cutter, veyor and Bot 


tainless Steel, Double Cluster Depositor. Stainless Steel, Double Arbor. tomer and 3( 
gitator, Patent Tilting ft. Cooling 


seseen: COMPLETE LIST OF MACHINES AVAILABLE ON REQUEST ; Tunnel. 


WRITE, WIRE, LOOP WN COIwf INSPECTION INVITEL 


oe CONFECTIONERY MACHINERY CO., INC. U 
for further details 


and for our om 318-322 Lofayette St. 167 North May St.. 
New York 12, N. Y. Chicago, Illinois 

















Allied Chemical & Die Corp. , 
National Aniline Division ...Oct. ‘59 


Ambrosia Chocolate Co. ...... Nov. ’59 
American Maize-Products Co. ..June ’59 
Anheuser-Busch, Inc. ............. 15 
Aromanilla Co. Inc., The ...... July °59 


Basic Industries, Inc. ......... June ’59 
Eee 20 
Blommer Chocolate Co. ...... June 59 
Blumenthal Bros. Chocolate Co. .... 16 
Bradshaw-Praeger & Co. ......July '59 
Brazil Nut Advertising Ass'n ...Oct. 59 
Burke Products Co. ........... July ’59 
California Almond Growers Exchange 21 
W. A. Cleary Comp. .......... June 59 
Clinton Corn Processing Co. ...Oct. 59 
Cocoline Chocolate Co. ....... June °59 
Cooperative Wholesale, Ltd. ....... 52 
Corn Products Sales .......... Oct. ’59 
Dairyland Food Laboratories Inc. ... 42 


INDEX 


Advertisements of suppliers are a vital part of the industrial publication's service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 
tioner by placing their advertisements on its pages. The messages of these suppliers 
are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufacturers. 


x k * 


RAW MATERIALS 


Dodge & Olcott, Inc. .............. 55 
Durkee Famous Foods ...... .: Aug. 59 
Felton Chemical Company Inc. .... 4 
Food Materials Corp. ......... July ’59 
Florasynth Laboratories, Inc. ...... 46 
a £3 errr 42 
Fritzsche Brothers, Inc. ........... 14 
Gunther Products, Inc. ....... Sept. 59 
Hooton Chocolate Co. ........ June °59 
Hubinger Company .......... Nov. 59 
International Foodcraft Company.... 45 
Kohnstamm, H., Company, Inc. .... 18 
Lenderink & Co. N. V. ....... Nov. ’59 
Mansfield Chocolate Co. ....... July °59 
Merckens Chocolate Company Inc. .. 40 
Nestle Company, Inc., The ........ 9 
The Nulomoline Div. American 
MONE GO 6c cS as cleacess Nov. ’59 


Ck” EES eS ery 
Refined Syrups & Sugars, Inc. ..Nov. '59 
fe | eS eee eee July ’59 
Senneff-Herr Company ....... June ’59 
Shulton Fine Chemicals, Inc. ..Oct. ’59 
Se, Ee eee 8 
Standards Brands, Inc. ............ 6 
Stange, Wm. J., Co. ......... Nov. ’59 
Sterwin Chemicals, Inc. ........... 3 
ee MIE sg a's sce cece 10-1 


ee 
van Ameringen-Haebler, a division 
of International Flavors and 


Sun-Ripe Cocoanut Corp. . 


Praprem0es, Dat. oi. ccs ces: July ’59 
Verona-Pharma Chemical Corp. .... 23 
Warner Jenkinson Mfg. Co. ...Nov. ’59 
Western Condensing Co. ...... Nov. ’59 
Wilbur Chocolate Co., Inc. ........ 52 
0th Se eos ae June ’59 
Wood & Selick Cocoanut Co. ..July ’59 
Woodward & Dickerson, Inc. ... .51-52 
Wm. Zinsser & Company ..... Nov. ’59 


PRODUCTION MACHINERY AND EQUIPMENT 


Aasted Chocolate Machine Co. .July °59 


Acme Coppersmithing Co. .....July ‘59 
Amaco, Incorporated ......... Nov. ’59 
I OPP Pe tee July °59 
Hans Bruhn & Co. ........... Nov. °59 
eo as bee bee 6 17 
Burns, Jabez & Sons, Inc. .......... 2 
Burrell Belting Co. ........... Nov. ’59 
Cantab Industries ............ Nov. °59 
Carle & Montanari, Inc. ...... Nov. 59 
ye eS eer rer Nov. °59 


Cincinnati Aluminum Mould Co. Nov. ’59 


Confection Machine Sales Co. .Nov. ’59 
Crescent Metal Products, Inc. ..July ’59 


ETE Pe oe ae ree 7-41-44 
J. Alan Goddard Limited .....Nov. ’59 
Creer, J. W., Company .......... 12-13 
Otto Haensel Machine Co. ....Nov. ’59 
Hansella Machine Corp. .......... 24 
Lehmann, J. M., Co., Inc. ....Nov. ’59 
ne a Free July ’59 
ee eee 56 
Molded Fiber Glass Tray ...... Nov. 59 
National Equipment Corp. ........ 50 


iy BS sc ccieddumaccee Oct. ’59 
DIE Seog was ov sacs caacus Nov. 59 
Se a. | 
Sheftman, John, Inc. ............38-43 
Standard Casing Co., Inc., The .... 52 
Stehling, Chas. H., Co. ....... Nov. 59 


Thouet Maschinenbau-Aachen ..Feb. ’59 
Triumph Manufacturing Co. ...July ’59 


Union Confectionery Machinery 
ts” RR EOe Se a ee 53 


Voss Belting & Specialty Co. ..Nev. 59 
Wearever Aluminum Utensils ..Aug. ’59 


PACKAGING SUPPLIES AND EQUIPMENT 


American Industries Co., Inc. ..Oct. ’59 


PREIOR VIRCOES 06 6c ccd ceccecs 28-29 
Amsco Packaging Machinery 

BN ic pacatc Ws wass'e ce oa Ce ee 
Cooper a Box Corporation. .Oct. ’59 
ee > ree May ’59 
Diamond Gardner Corp. ...... Aug. ’59 


E. I. du Pont de Nemours & Co. Nov. ’59 


James C. Hale & Co. ...-..... Oct. ’59 
Hayssen Manufacturing Co. ...Feb. ’59 
Hudson-Sharp Machine Co. ...Nov. ’59 
Ideal Wrapping Machine Company. . 34 
NR 2 3s a ui pos Ala 40 Nov. 59 
Peurmene Fane CO. occ ciccvcse. OS 
National Packaging Corp. .......... 35 


Pillsbury Company ........... Nov. ’59 
Rhinelander Paper Company ....... 27 
Round Tubes & Cores Co. ....June ’59 
Supermatic Packaging Corp. ...... 34 
Sweetnam, George H., Co. ........ 26 
James Thompson & Co. ....... July ’59 
Viking Company 6.5. oes cas 36 
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Only your 
candy customers 
can break the 
ee: 
wv. 59 
ily °59 
ne '59 
ct. “59 
8 
-- 6 
wv. 59 
ie ae 
10-1 
ly *59 
ly ’59 And when they do, they'll 
. 8 discover the finest flavor treat 
v. 59 of their experience. For DOLCO- 
v. 59 SEAL FLAVORS are “locked-in” by 
ba 52 the unique D&O spray-drying proc- 
1e 59 
ly ’59 ess that assures full, fresh, natural 
51-52 flavor even after prolonged shelf 
v. 59 time. Hard candies, wafer types, 
chewing gum and coatings 
achieve new taste appeal with 
DOLCOSEAL FLAVORS because the 
original volatile material is care- 
fully protected and controlled. 
t. ’59 They are available in large variety 
v. 59 including such favorites as all 
.. 2 fruits, caramel, butterscotch, root 
38-48 beer, mint and nut... firmly sealed 
* 39 against flavor loss. Only your 
b. 59 candy customers can break that 
ly ’59 DOLCOSEAL . . . and when they 
do, they’ll come back to you for 
a. more! Let your D&O representative 
y. "59 demonstrate the advantages 
x. 59 of DOLCOSEAL, spray- 
dried FLAVORS. 
aesaamaesasoee SF 
OUR 16Ist YEAR OF SERVICE 
. '59 DODGE & OLCOTT, INC. 
. 2 180 Varick Street, New York 14, N. Y. 
' ra Sales Offices in Principal Cities 
: 96 
y 59 
. 36 Essential Oils * Aromatic Chemicals * Perfume Bases * Flavor Bases * Dry Soluble Seasonings 
er 
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JENSEN 
FULLY AUTOMATIC MOULDING 
INSTALLATIONS I 
Combination types 
for solid chocolate goods and chocolate with 
centers of cream, nougat, caramel, toffee, 
ete. 
Special types 
for solid chocolate goods as bars, tablets, etc. 
small goods as pastils, lentils, buds, cat tongues, 
napolitans, ete. 
Couverture slabs, 
chocolates with inserted centers as biscuits, 
cherries, peppermints, etc. 
chocolates with deposited centers of cream, 
nougat, caramel, toffee, etc. 
hollow chocolate figures as Easter eggs, ani- 
mals, fancy figures, Santa Claus, etc. 
Installations built individually 
after range of production, capacity and instal- 
lation space. 
The JENSEN Installations 
have been supplied for 35 years to hundreds of 
large and small chocolate factories all over the 
world. 
M 
/ 4 TAR - Ai. 
@) MIKROVAERK 4s 
American Branch Office: 
MIKROVAERK (Canada) LTD., 90 ADVANCE ROAD, TORONTO 18, ONT., TEL. BELMONT 1-2259 
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Editorial Index 


Candy Clinic 


Assorted Chocolates up to $1.15 
(p. 35), March 

Chewy Candies; Caramels; Brit- 
tles (p. 31), February 

Easter Candies; Cordial Cherries 
(p. 49), May 

Holiday Packages; Hard Can- 
dies (p. 35), January 

Marshmallows; Fudge (p. 89), 
June 

$1.20 and up Chocolates; Choc- 
late Bars (p. 43), April 

Panned Goods; 1¢ Pieces (p. 49), 
November 

Salted Nuts; Gums & Jellies (p. 
43), October 

Summer Candies (p. 33), August 

Uncoated & Summer Coated 
Bars (p. 47), September 


Ingredients 


A New, Edible, Nutritive, Pro- 
tective Glaze for Confections 
and Nuts (p. 21), May 

Determination of Corn Syrup in 
Basic Confections (p. 25), June 

Factors in Selecting Water-Solu- 
ble Gums (p. 37), September 

First Lake Colors Certified for 
Use in or on Food (p. 36), 
August 

Food Additives in Europe (p. 
39), June 

How the New Food Additive 
Law will effect You (p. 25), 
April 

New Forms of Sugar for Candy- 
making (p. 27), April 

Properties of Pectin which Affect 
its Use in Confectionery (p. 
17), May 

Proteins in Candy (p. 27), Sep- 
tember 

Starches for the Candy Indus- 
try (p. 19), May 

The Estimation of Lecithin in 
Chocolate Coatings (p. 17), 
March 


Uses and Abuses of Chocolate 


Coating (p. 17), November 


Machinery and Equipment 


Aasted ~Automatic Chocolate 
Molding (p. 15), July 

How Pump Bar Design Affects 
Casting Efficiency (p. 28), Oc- 
tober 

How to Make a Wire Cut Ma- 
chine (p. 45), August 
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Jensen Automatic Molding Lines 
(P. 9), July 

Moulding Starch Practice (p. 19), 
November 

New Candy Extruder (p. 21), 
August 

New High Capacity Cooling 
Tunnel at Whitman’s (p. 30), 
April 

New Preducts (p. 30), January; 
(p. 40), February; (p. 49), 
March; (p. 52), April; (p. 46), 
May; (p. 48), August; (p. 44), 
September; (p. 52), October; 
(p. 43), November 

Quality Control: Laboratory In- 
strumentation and Application 
(p. 23), May 

The Savy Automolda; Automatic 
Chocolate Molding Lines (p. 
11), July 

The Winkler & Dunnebier Plant 
offers extreme Versatility (p. 
17), July 

The Use and Maintenance of 
Scales (p. 31), August 

Vormenfabriek Molds (p. 13), 
July 


Management 


A Candyman’s Positive Approach 
to Dental Caries (p. 47), Oc- 
tober 

Candy-by-Wire (p. 29), February 

How Candy Uses Outdoor (p. 
17), January 

How the New Food Additive 
Law will effect You (p. 25), 
April 

How to Evaluate Retail Candy 
Store Locations (p. 34), March 

NCA Convention Program (p. 
55), June 

New European Candy Idea: An- 
gelkisses (p. 32), April 

Simplified Records for Accounts 
Receivable at Crystal Pure (p. 
19), February 

Stuckey’s Unique Roadside Can- 
dy Chain (p. 23), January 

Technical School for Candymak- 
ing in Germany (p. 40), March 

Use of Standard Costs at Sevig- 
ny’s (p. 66), June 

What is “Outdoor”? (p. 22), Jan- 
uary 


Manufacturing Retailer 


All-purpose Truffle Center (p. 
87), June 


January through December, 1959 


An Elegant Shop (p. 27), Janu- 
ary 

Chocolate Nut Bark (p. 51), 
March 

Cocoanut Delights (p. 57), Oc- 
tober 

Easter Egg for Slicing (p. 47), 
February 

Figaro (p. 57), May 

Holiday Sales Stimulants (p. 55), 
October 

How to Evaluate Retail Candy 
Store Locations (p. 34), March 

How to Make a Wire: Cut Ma- 
chine (p. 45), August 

Nut Glaze (p. 49), April 

Pralines (p. 43), September 

Rocky Road (p. 39), January 

Sesame Crunch (p. 57), Novem- 
ber 

Stuckey’s Unique Roadside Can- 
dy Chain (p. 23), January 

Twist—a Profitable Specialty (p. 
33), February 


Packaging 


A New Method for Fancy Pack- 
aging (p. 31), October 

Antioxidants in Food Packaging 
Materials (p. 39), May 

Corporate Identity Established 
(p. 35), October 

Insect Repellent Treatments for 
Packaging Applications (p. 
43), May 

New Faces for Old Favorites (p. 
27), August 

New Package Style for Peggy 
Kellogg (p. 39), October 

Notes on the Packaging Show 
(p. 86), June 

Packaging Award Winners (p. 
39), April 

What Is A Package? (p. 35), 
April 


Production 


Caramelization by Steam Injec- 
tion (p. 15), November 

Continuous Production of Gum 
Arabic Candies (p. 23), Aug- 
ust 

How Pump Bar Design Affects 
Casting Efficiency (p. 28), 
October 

McAfee’s New Factory (p. 25), 
February 

Moulding Starch Practice (p. 19), 
November 





New European Candy Idea: An- 
gelkisses (p. 32), April 

New High Capacity Cooling Tun- 
nel at Whitman’s (p. 30), April 

Shell Molding at Leaf (p. 25), 
March 

Thoughts on the Formulation of 
Extruded Marshmallow (p. 
35), May 

Uses and Abuses of Chocolate 
Coating (p. 17), November 


Research 


A Study of the Consistency of 
Caramel (p. 29), June 

Can There be a Panacea Against 
Fat Bloom (p. 25), Septem- 
ber 

Cocoa Bean Research (p. 35), 
June 

Determination of Corn Syrup in 
Basic Confections (p. 25), 
June 

Food Additives in Europe (p. 
39), June 


Moisture Transmission Through 
Fats (p. 79), June 

Multi-point Viscosity Determina- 
tion (p. 23), October 

New Forms of Sugar for Candy- 
making (p. 27), April 

Quality Control: Chocolate (p. 
25), May 

Quality Control: Cream Centers 
(p. 75), June 

Quality Control: Hard Candies 
(p. 82), June 

Quality Control: Laboratory In- 
strumentation and Application 
(p. 23), May 

Standard Analysis Methods in 
the European Confectionery 
Industry (p. 42), June 

The Estimation of Lecithin in 
Chocolate Coatings (p. 17), 
March 


Technical Literature 


(p. 43, 44, 45), March 
(p. 46, 47, 48), November 


Author’s Index 


Justin J. Alikonis 
A Candyman’s Positive Ap- 
proach to Dental Caries (p. 
47), October 
James W. Allured 
Stuckey’s the Unique Roadside 
Candy Chain (p. 23), Janu- 
ary 
Stanley E. Allured 
A New Method for Fancy Pack- 
aging (p. 31), October 
Candy-by-Wire (p. 29), Febru- 
ary 
Caramelization by Steam Injec- 
tion (p. 15), November 
Continuous Production of Gum 
Arabic Candies (p. 23), Au- 
gust 
How the New Food Additive 
Law will effect You (p. 25), 
April 
McAfee’s New Factory (p. 25), 
February 
New High Capacity Cooling 
Tunnel at Whitman’s (p. 30), 
April 
Shell Molding at Leaf (p. 25), 
March 
Technical School for Candy- 
making in Germany (p. 40), 
March 
Joseph R. Brehm 
The Estimation of Lecithin in 
Chocolate Coatings (p. 17), 
March 


Clifford Clay 
Can there be a Panacea against 
Fat Bloom? (p. 25), Septem- 
ber 
L. Russell Cook 
Quality Control: Chocolate (p. 
25), May 
H. B. Cosler 
A New, Edible, Nutritive, Pro- 
tective Glaze for Confections 
and Nuts (p. 21), May 
J. M. Drehl (with E. C. Snyder) 
Determination of Corn Syrup in 
Basic Confections (p. 25), 
June 
William Duck 
A Study of the Consistency of 
Caramel (p. 29), June 
Charles M. Ferri 
Factors in Selecting Water-Sol- 
uble Gums (p. 37), Septem- 
ber 
R. O. Feuge 
Moisture Transmission through 
Fats (p. 79), June 
Alex Gruskin 
Simplified Records for Accounts 
receivable at Crystal Pure (p. 
19), March 
Ken Gunther 
Proteins in Candy (p. 27), Sep- 
tember 
Alan Hilliard 
Cocoanut Delights (p. 57), Oc- 
tober 
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Fred B. Jacobson 
Jacobson Speaks (p. 48), Febru- 7 
ary : 
Herb Knechtel 
All-purpose Truffle Center (p. 
87), June 
Chocolate Nut 
March 
Easter Egg for Slicing (p. 47), 
February 
Figaro (p. 57), May 
Nut Glaze (p. 49), April 
Pralines (p. 43), September 
Rocky Road (p. 39), January 
Sesame Crunch (p. 57), Novem- 
ber 
J. Koch 
Multi-point Viscosity Determina- 
tion (p. 23), October 
Katheryn Langwill 
New Forms of Sugar for Candy- 
making (p. 27), April 
J. W. Mansvelt 
New European Candy Idea: An- 
gelkisses (p. 32), April 
Walter W. Merrill 
Use of Standard Costs at Sevig- 
ny’s (p. 66), June 
Jay C. Musser 
Report of PMCA Research (p. 
31); May 
Tom Newth 
Uses and Abuses of Chocolate 
Coating (p. 17), November 


M. B. Sherman 
Quality Control: Hard Candies 
(p. 82), June 
E. C. Snyder (with J. M. Drehl) 
Determination of Corn Syrup in 
Basic Confections (p. 25), 
June 
C. Steels 
How Pump Bar Design affects 
casting Efficiency (p. 28), Oc- 
tober 
John Vassos 
Quality Control: Cream Centers 
(p. 75), June 
V. P. Victor 
Moulding Starch Practice (p. 
19), November 


Bark (p. 51), 


" Heinz Wolf 


The Winkler and Dunnebier 
Plant offers extreme Versatility 
(p. 17), July 
Gerard Ziffer 
Aasted Automatic Chocolate 
Molding (p. 15), July 
Samuel Zuckerman 
First Lake Colors Certified for 
Use in or on Food (p. 36), 
August 
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